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“Up” sales and “down” costs with Brooks & Porter designed cartons and CI ENE 
The “plus’’ service rendered by our organization is expert in handling the complete job 
for you——whether it be a newly designed carton or label, a display container or even 


a re-run of your present carton. This “plus” service is yours at no additional cost. 


Let our creative division work with you——no obligation. You'll find its suggestions 


profitable as have many of the country’s leading advertisers whom we serve. Write, right now... 
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ele) LISH —is the manufacturer who stakes 


his name and fame on a product 


and then stints on the quality.” 


WS Jake 


The amazing success of America's Food Industry has been 

built on rigid maintenance of the quality standard. And 

it is generally recognized that the only real economy is to 
protect that quality with the right wrapper. 


But the special character of wrapper must be determined by special 
character of product — and this is a matter for specialized science, 
adapting the Paper to the need. 


The scientists in KVP Laboratories have devoted years to the protection of 
different foods under all conditions of travel and climate. Such experience en- 
ables them to provide the wrapper which will give the maximum safety under all 


conditions. We invite a conference to determine the exact Protective Paper to main- 
tain your own high standards of quality. 


Kalamazoo Vegetable Parchment Company 
Kalamazoo - Michigan 


((\)J> PROTECTION PAPERS 


~ 


JULY, 1932 | 





JULY, 


VOLUME 5 


1932 


NUMBER II 





























CHARLES A. BRESKIN—General Manager. D. E. A. CHARLTON—Editor. 
LAWRENCE LEY—Advertising Manager. PERRY H. BACKSTROM—FEastern 
Manager. ALAN S. COLE—Western Manager. ANN DI PACE—Assistant 
Editor. E. R. GORDON—Production Manager. EDWIN L. LEY—Art Director. 
A. J. CEDERBORG—Sales Promotion. R. C. Mac DOUGALL—Circulation 


Manager. 





MODERN: PACKAGING 


© Of particular interest in this 
issue will be the article "The 
Proof of the Pudding’ which 
appears on page 52. This is a 
resume of the expressions given 
by manufacturers of the pack- 
ages selected for the "All- 
America Twelve" (see February, 
1932 issue), with special refer- 
ence to sales of these packages. 


® Color plates for the front 
cover illustration used on this 
issue are furnished through the 
courtesy of the Minnesota Min- 
ing & Manufacturing Company. 
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This Wrap Wins Sales 


Adds Unusual Smartness to Canned Products 
—It is Practical Because of Redington Machines 


Ee have changed an 
unattractive can into a smart con- 
tainer. Each can is wrapped in a sheet 
printed in striking design—distinctively 
applied. The closing of this wrapper 
at the top and bottom by a series of 
interlocking folds adds this distinction— 
and it stays that way indefinitely. 

The machines for producing this dis- 
tinctive wrap for Underwood’s Deviled 
Ham were developed by the Redington 
Engineering Staff. They operate ef- 
ficiently, smoothly, economically at a 


high rate of speed. This same type Red- 
ington Machine is available for the wrap- 
ping of almost any canned product, many 
of which should be wrapped but now 
are not or, if wrapped, are wrapped 
poorly. 

Investigate the Redington Machine 
with the interlocking idea for yourself; 
give your cans a wrapper that will stay 
closed—that will add that extra snap 
and eye appeal so necessary today. Write 
us—now. 


“If It’s Packaging—Try Redington First” 
F. B. REDINGTON CO., Est. 1897 110-112 So. Sangamon St., Chicago, III. 


REDINGTON 


Packaging ED Machines 


Economical for Packaging —Cartoning—Labeling— Wrapping 
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The new Caseal Cap solves at one 
stroke all problems of providing your 
package with a closure that com- 
bines the smartness and beauty of 
molded caps with the economy and 
practical strength of metal. The 
illustration can give 
you only a vague idea 
of the beauty of Caseal 
Caps. You have to see 
and handle them to 
realize how great a 


step in advance they 
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This is a diagramatic illustration of 

a cross section of the new Caseal Cap. 

It shows Caseal’s exclusive interlocked 
rolled edge. 


THE CLOSURE SERVICE COMPANY 


TOLEDO, OHIO 


neal 
ELMO | 
1$)) 


LANE JE 


a better two-piece metal cap 


are over anything yet produced. We 


have prepared a handsome assort- 
ment of samples which we will be 
glad to send you at your request. 

The Closure Service Company is 
equipped to supply you with all 
standard types of 
closures, both molded 
and metal, and to 
cooperate with your 
executives in the solu- 
tion of all closure 


problems. 
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Vs NEW! 
APOLLO METAL FOR BOX COVERINGS— 


Here is a material that will give your package that extra something 
that means increased sales. 


Apollo Metal can be readily applied by your box maker, using a set-up 
box as a foundation for the metal. 


AVAILABLE IN 


CHROME 

NICKEL Apollo Metal in any one of its four brilliant finishes makes boxes 
COPPER that are unusual and attractive. 

GOLD Write for sample sheets of this wonder metal. 





APOLLO METAL WORKS 


LA SALLE, ILLINOIS 
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FIRST, LAST AND FOREMOST, display starts 
the sales wheels rolling. But what good is the 
good display of a package that’s dull and 
uninteresting? How can you sell a 1932 market 
with a product dressed in 1910 clothes? ... You 
can’t, and that answer is the reason why more 
manufacturers each day are turning to Durez 
for both closures and packages! 

Durez closures .. . bright, colorful, modern 

. catch the eye in a twinkling, and hold it! 
The makers of Ambrosia know how true that is. 
In their successful special deal, just ended, each 
of the two striking containers was capped with 
Durez. The special funnel is made of Durez. 
Good companions to the handsome bottles, these 
closures attracted the customers by their 
beauty, increased confidence in the product, and 
helped build prestige for the maker! 

How about your package? Is it still wearing 
frills? Is the label crowded and dull? What 
Durez is doing for scores of other containers in 
the toiletry and pharmaceutical fields, it can do 
for you! Look at this roster of famous names, 
users of Durez closures or Durez containers: 
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HELP OF 





DUREZ... 





Squibb, Parke-Davis, Orphos, Astring-o-sol, 
Barbasol, Zonite, Johnson & Johnson, Dr. West, 
Iodent, Pinaud, Dorothy Gray, Listerine, Palm- 
olive and Nelson-Baker. And scores of others! 

Durez closures are strong, tough, light. Easy 
to turn, they screw down tightly, but without 
binding. Leakage is prevented. Even the strong- 
est solutions have no effect on these caps. A 
wide variety of colors is available... and you 
can have almost any design, including your 
trade-mark, molded right on the cap. 

Write to us today for more information 
about Durez. We do not do the actual molding 
of the cap, but supply the raw material to the 
molder with whom you work. But we know 
what makes a successful package . . . and we’d 
be glad to give you the benefit of our experi- 
ence. Address General Plastics, Inc., 71 Walck 
Rd., North Tonawanda, N. Y. 


DURE Z 


Reg. U. S. Pat. Off. 


THE PERFECT MOLDING COMPOUND 





Does the wrapper 


you use guard also your 


Produect’s Reputation? 


protected 


in 
PATERSON 
GENUINE 
VEGETABLE 
PARCHMENT 
















Hundreds of leading brands of packaged foods 
now carry this Keymark on their wrapper. This 
nationally advertised symbol of wrapper protec- 
tion comes in two sizes... 34 inch or 1 inch high. 
It will be included anywhere on your printed 
wrappers, at no extra cost. It is a simple, effective 
way of telling your customers that your product 
is carefully protected. 


Everybody knows there are just two important things that 
affect the sale of every food product—its appearance and 
its flavor. Yet too often producers overlook these important 
factors when it comes to the choice of a wrapping sheet 
for their product. 

If you want to be absolutely sure that the flavor of your 
delicate food product is kept free from all contamination 
— if you want to be absolutely sure that it presents a fresh, 
clean appearance—then Paterson Genuine Vegetable 
Parchment is the wrapping sheet to give you that assurance. 

Because it is absolutely insoluble—even in hot grease or 
boiling water. It is grease-proof. It is tasteless and odorless. 
It peels away cleanly from greasy or moist foods. It takes 
fast color inks in the printing of your brand label. 

Finally, it is nationally advertised, helps sell your prod- 
uct—and can be quickly identified by the well-known Key- 
mark. Paterson Parchment Paper Company, Passaic, New 


Jersey. Salcs Branches: Chicago, IIl., San Francisco, Cal. 


PATERSON Genuine VEGETABLE PARCHMENT 


Commereial Patapar 


The {nsoluble, Grease-proof Wrapper ior Quality Produets 
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Molded Package-Base 


that Serves 3 Purposes/ 


R ARELY does one see a package that possesses so many distinct sales ad- 
vantages as the new Eversharp Doric Pen and Pencil set container. Its effec- 
tiveness is due largely to the unique, practical design of the molded base. 


First: It provides an unusually pleasing setting for the articles. 


Second: By placing the base on the cover, the dealer obtains an effective 
display of the articles for use in show window or on counter. 

Third: The utility base may be used as a pen-and-pencil holder on the 
desk. When the pad is removed, the base becomes a desk tray with many 
uses. 

This splendid utility base was molded by our organization. We will gladly 
cooperate with you and offer suggestions for enhancing the appeal of 
your product. 


CHICAGO MOLDED PRODUCTS CORP. 
2149 Walnut!St. Chicago, Ill. 
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COLONIAL 
LUSTRE PRINTS 


Another box covering from the 


Hampden Mills. The call for large 
working sheets in an_ attractive 
color range places you under no 
obligation so why not write for 
them. They will be mailed 


promptly on your request. 


HAMPDEN GLAZED PAPER & CARD CO., Holyoke, Mass., U. S. A. 

















CONFIDENC E monuslll 


PNEUMATIC MACHINES 


Carton Feeders—Bottom Sealers 
—Lining Machines — Weighing 
Machines (Net and Gross)—Top 
Sealers — Wrapping Machines 
(Tight and Wax)—Capping Ma- 
chines — Labeling Machines — 
Vacuum Filling Machines (for 
liquids or semi-liquids) — Auto- 
matic Capping Machines—Auto- 
matic Cap Feeding Machines — 
Tea Ball Machines 








in dollars and cents! 


ls Mr. and Mrs. Consumer will repeatedly spend their good money to 
buy your product, that is the strongest possible proof of its worth. 


The millions of dollars invested in Pneumatic Machines, by America’s 
manufacturers of packaged goods, is the most powerful endorsement 
any packaging system could offer you. 


Lever Brothers are a typical example. In 1909, they bought their first 
Pneumatic Machine ... Since that time they have bought many more. 
Their satisfaction with Pneumatic Machines has grown with time and ex- 
perience. A chart of their purchases of Pneumatic packaging machinery 
shows an increase in dollar volume each succeeding year from 1926 to 
1931. A steadily-rising curve of confidence, measured in dollars and cents! 


Analysis of other companies, in every type of packaging industry, dis- 

closes a similar story. These millions of dollars invested in Pneumatic 

Machines, by hundreds of manufacturers, stand as the greatest possible 
security that the money you spend for packaging equipment 
will be most wisely spent on Pneumatic Machines. 


NEUMATIC SCALE 
ACKAGING MACHINERY 


PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE 


NORFOLK DOWNS (QUINCY), MASS. 
Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; 
San Francisco, 320 Market Street; Melbourne, Victoria; Sydney, N. S. W., and Trafalgar 
House, No. 9 Whitehall, London, England 
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Sample Books Manufactured and Stamped by Oberly & Newell 


Stamped and Embossed in One Operation 
with the BRIGHTEN ROLL LEAF PROCESS 


His remarkably economical method of adding brilliance and 

attractiveness to sample books for display purposes, as well 
as box wraps, labels, etc., is done at practically the same speed 
as printing. 


Brighten Roll Leaf is obtainable in gold, silver, metallic and pig- 
ment colors. It is noted for its enduring brilliance. On the two 
attractive books shown above the stamping is done with our yel- 
low and black pigment leaf. 


If your local printer cannot serve you, write us and we will furnish 
you with the names of printers that use the Brighten Roll Leaf 
Process. 


We shall be pleased to have you avail yourself of the service of 
our designing staff if you contemplate using Brighten Roll Leaf. 


THE H. GRIFFIN & SONS CO. RZ 


Brighten Leaf Division 


65-67 DUANE ST., NEW YORK 
CHICAGO: 701 So. Dearborn St. BOSTON: 222 Sumner St. 
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IN your box paper will 
focus attention upon it 


rac FINO 
FHOH-LIGHTS 
SMART DESIGN 























combine in this glazed metallic print to 
make a dramatic box setting for new 


merchandise. 


= This print is shown in silver and gold 


on a group of high glazed and rich kid- 


finish papers in a range of new, clear, 


brilliant colors. 
== SEND FOR SAMPLES == 


LOUIS DEIQNGE @ CO, 


NEW YORK »*= CHICAGO = PHILADELPHIA 














Keep products clean and fresh 
and increase their sales 
with 
BOSTITCH—the Modern Method 


of Fastening 


OR fast and accurate sealing of 
heavy craft paper bags as well as 
light transparent containers there is 


no better method than Bostitch. 


If you are following the modern 
trend in packaging or bagging mer- 
chandise formerly handled in bulk. 
you will find money saving possibili- 
ties in Bostitch. Feed and fertilizer. 
flour, bulbs, seeds, coal—a tremend- 
ous range of products are now being 
merchandised in paper containers. 
The problem of sealing is being satis- 


factorily met by Bostitch. 


Send us a sample of your container 
for specific recommendations. No 


charge, of course. 








f, >a 
hes 


BOSTITCH SALES COMPANY, East Greenwich, R. I. 


Gentlemen: Send me the folder entitled “Bostitch—the Modern Method of Fastening.” 


Name Address 
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GREATER PROFITS! 
BETTER PACKAGES! 
HIGH SPEED PACKING! 
LOWER PACKAGE COST! 


—With PACKOMATIC 
MACHINERY 





PACKOMATIC MODEL “D” AUTOMATIC 
CONTAINER SEALER 


With Automatic power feeding device, 
bottom and top glue roll drives, dryer 
belts motor driven, speed up to 800 cases 
per hour. No operator required. 





Big manufacturers today are tackling pro- 
duction problems with the help of Auto- we 
matic Packaging Machinery. Hundreds of PACKOMATIC CARTON FORMING 
them are dependi Packomati — 
on ee _— — eneemenses A shell making machine with speed up to 
200 per minute. Easily operated. Chip- 


Machines for improvements over old 
board is fed from roll, cut, scored, folded 
methods. and glued. Requires one operator. 


If you are to meet present-day conditions 
profitably, inefficient processes must be 
eliminated; obsolete, wasteful equipment 
must be thrown out and replaced with 


new modern methods. 











- oc 





Now is the time to call for a Packomatic 
Engineer. Let him show you the short cuts 
to greater profits, without obligation. He 
will meet you any time, any place. Write, 


wire, or phone. 


& 


PACKOMATIG 


PACKAGING MACHINERY 


PACKOMATIC COUPON FOLDER AND 
FEEDING SPEED 110 PER MINUTE 
This machine in addition to feeding 
coupons for package inserts, carefully folds 
them before inserting. Automatic opera- 
tions controlled by the container, equally 

efficient feeding into cartons or cans. 


& 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


Branch Offices: NEW YORK 
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LOS ANGELES 





Temptingly 


Displayers can be a sales help, or a sales hindrance. 
A fine displayer appreciates values, but a commonplace 
one depreciates them. Dollars move from customer’s 
purse to shopkeeper’s till more freely and frequently, 
when goods are well displayed. 

Aware of these facts, Gruen designed an unusual and 
attractive displayer made of Bakelite Materials. The 
stand of lustrous black Bakelite Molded with the name 
“Gruen” in relief letters. The panel at the back is of 
black Bakelite Laminated with decorations and letter- 
ing in green and silver. 


The use of Bakelite Materials for displayers and con- 





Displayed—Quickly Sold 


tainers is spreading rapidly, because these materials 
are a decided aid in creating designs that are both 
original and practical. Bakelite Materials are durable 
in finish and color, and retain their new appearance 
indefinitely. They are available in many pleasing 


colors, making possible very effective combinations. 


We invite you to enlist our cooperation in adapting 
Bakelite Materials to the type of displayer or con- 
tainer required for your products, and also to write 
for illustrated Booklet 8c, “Restyling the Container 
to Increase Sales”, showing examples of displayers, 


containers and closures of Bakelite Materials. 





BAKELITE CORPORATION, 247 Park Avenue, New York, N.Y...635 West Twenty-Second Street, Chicago, III. 


BAKELITE CORPORATION OF 


BAK 


The registered trode marts shown obove distinguish materiols 
@orviodwed by Batelite Corporoton Under the copsal “8” = the 


THE MATERIAL G F 






A THOUS AN D 


CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 


OS Par. OFF 


LITE 





numencol gn for wfinity 7 
mumber of present ond hiwe uses of Bokeite Corporanon's product 


US ES 
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Let the colorful 
qualities of LEVEY Inks 


ADD RICHNESS TO 
YOUR WRAPPERS 


(See Transparent Cellulose Specimen 
on Opposite Page ) 





° ane effectiveness of transparent wrappers is greatly enhanced by color 
printing. Color commands attention. It makes the package more in- 


triguing and appealing. 
To obtain the most pleasing and satisfactory results, however, the inks must 
be right. The colors must be rich, brilliant, enduring, flawless in tone and 


reproductive qualities. 


There are specially-made Levey Inks which assure perfect results on tran- 
sparent cellulose and glassine papers. On the opposite page we show the 

P splendid effect achieved with these inks on Sylphrap Transparent Cellulose. 
This was printed by the Daniels Mfg.Co., Rhinelander, Wis. 


Specify Levey Inks for your transparent wrappers, bags and envelopes and 
benefit by the increased richness and brilliance these famous inks will give to 


your packages. 


Printed specimens and other interesting literature gladly sent on request. 


SPECIFY LEVEY INKS 





FREDERICK H. LEVEY COMPANY, Inc. 


59 BEEKMAN STREET, NEW YORK, N. Y. CHICAGO OFFICE—22! EAST 20th STREET 
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LEVEY 
INKS 


specially made 
for reproduction 
on transparent 
cellulose 


a A 


59 BEEKMAN STREET, NEW YORK. N. Y 
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Printed on Sylphrap mfd. by Sylvania Industrial Corporation, New York, M. Y, 
4 Printing by Daniels Mfg. Co., Rhinelander, Wis. 


Design courtesy American Writing Paper Ce., tac. 
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AN 
ANNOUNCEMENT 


OF SPECIAL INTEREST 
TO THE PACKAGING INDUSTRIES 








HE Molded Products Division of the Columbia Phonograph Co.,— 

which has one of the largest and best equipped plants of its kind 

in the country—is now prepared to serve manufacturers using or planning 

to use molded containers, closures, display stands, bases, or other molded 
articles used in packaging and merchandising. 


Our many years experience in this highly specialized field, enables us to 


render exceptional service. 


All tools, dies and other equipment required are designed and made in 


our own shop. 


Inquiries are invited from manufacturers interested in molded products 


of any kind. 


An experienced representative will gladly confer with you in regard to 
the designing and production of any molded article or container. 


MOLDED PRODUCTS DIVISION 


COLUMBIA PHONOGRAPH CO., Inc. 


Bridgeport, Conn. 
»> Kec- 
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Transparently |_- 





As pioneers in the application of transparent wrap- 
pings at high speeds and low cost, Johnson Engineers 
have developed many machines—for large packages as 
well as small. After all, this question of maximum size 
is only another special requirement. As such it has been 
handled in producing the Model F, with the same engi- 
neering flexibility which has solved many other special 468 s inches of 
problems. q- 


The Model F is the largest of a group of single-size Transparent Cellulose 
ee ay AROUND 
mewn ea memento. incioo of 
hyp ae Package Space 
of 1x2 inches with a height of only 5 inch.) 


The Johnson line of Greater Capacity Machines in- 
cludes adjustable models also. Furthermore each ma- 
chine has several interesting variations, one of which 
may be exactly suited to wrapping your product in a 
new and better way. Let us explain how you can get a 
standard Johnson Machine plus engineered versatility. 


JOHNSON AUTOMATIC SEALER CO., Ltd., Battle Creek, Mich. 


(Subsidiary of the Battle Creek Wrapping Machine Co.) 


JOHNSON MopeEL F WRAPPING MACHINE 


| 
| 


1 
ll 


SEND 
FOR 
FREE 

BOOKLET 





| Battle Creek, Mich. 

Please send me your illustrated Transparent Wrap-| 
| ping Machine Booklet on “Factors in Wrapping Ma-| 
| chine Economy.” Our product is 
j now wrapped in 
| Name 

Company 
Address 
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Are You Setting 


Up Your Cartons 
by Hand? 


























F you are, you can reduce your pack- 
aging costs considerably with these 
two machines. 


The one on the left is the Peters Junior 
Forming and Lining Machine. With 
only one operator, this machine forms 
and lines carton shells automatically at 
the rate of 35 to 40 per minute. Many 
different sizes can be handled by the 
Peters Junior because it is readily ad- 
justed to a wide variety of sizes. 


Few machines will pay you as big divi- 
dends and return your original invest- 
ment as quickly as the Peters Junior 
Forming and Lining Machine. 


We have some interesting information 
in connection with this machine which 
we will gladly send you. Write for it. 
also descriptive circular. 
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PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
ZEN] CHICAGO.U.S.A 


The machine on the right is the Peters 
Junior Folding and Closing Machine. 


It also has an average production of 35 
to 40 cartons per minute and does the 
work of four girls closing cartons by 
hand. 


Priced at one-third the cost of standard 
models, this remarkably efficient ma- 
chine requires only a small investment. 
which is soon repaid by the savings 
effected by its use. 


May we send you complete information 
regarding the advantages of _ these 
machines? 























ZEN 





CAMEO LABELS 
HIT THE MARK 














The right label for a product accomplishes several things:—It 
(1) makes the product more desirable by increasing its attrac- 
tiveness; (2) it adds a convincing note of quality; (3) it helps to 
make the product self-selling. 


The more completely a label meets these requirements, the 
greater its effectiveness. 


Cameo designers and craftsmen have an unusually high num- 
ber of "hits" to their credit. 


They will welcome an opportunity to help put your product 
across with a strikingly attractive and original label. 


Cameo Die Cutting & Engraving Co. 
140 West 22nd Street 


New York, N. Y. 


Pacific Coast Representative—C. M. Turton, 531 Central Bldg., Los Angeles, Cal. 
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As consultants and designers we offer you that 
vital but invisible asset to business vitality—crea- 
tive resourcefulness and the outside viewpoint 
resulting in more desirable merchandise for the 
consumer. The true designer's function is to 
increase sales for the manufacturer—the logical 
result of improved commodities. 





STYLING 
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Experience, gained over a period of many years 
of constant application to package design prob- 
lems, enables us to render exceptional service to 
manufacturers confronted with such problems. 


We do no manufacturing. Our ideas and recom- 
mendations are therefore unbiased. 


PACKAGE DESIGN CORPORATION 


EIGHT MURRAY STREET, NEW YORK 




















THE PRODUCT 





THE PACKAGE 


Three different types of re-design problems are illustrated on 
these two pages. 

Munson international shows complete change in construction, 
color, design and copy for new package including new display 
created by us. 

Fort Howard shows old package top left corner. The new 
package illustrates how we redesigned and revitalized the old 
familiar product without loss of identity determined by com- 


mercial necessity. 

Devoe Tubes—the chief problem was the creation of a simple, 
easily remembered design which would give a definite family 
resemblance to a line of paint products consisting of ten dif- 
ferent brands; and then. further identifying each brand with 
a small symbolic insignia. 





PAT \\\ \ 





Be 
-_ 


I we . 


heme S S~3. Dax 
ALIZARIN 
CRIMSON 


FULTON 





v 
4 


OIL COLORS 





Beoagpeet pani 































Difficult Labeling 
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Successfully Done 


with the McDonald All-Around Labeler 


A PPLYING fully gummed labels all around the body of bottles is 

one of the most difficult of labeling operations. Yet the McDonald 
All-Around Labeler does it with a perfection and speed that gives joy 
to production managers. At the rate of 60 bottles per minute, the 
labels are applied in a thoroughly clean, accurate, permanent manner. 


Like all McDonald Labeling Machines it is designed on the straight- 
line production principle, which has proved to be the most efficient one. 


May we tell you more about this All-Around Labeler, how it has 
solved the labeling problem for scores of manufacturers making 
nationally known products and how it can help you to get increased 
output and better labeling—at lower costs? 





- McDONALD - 





LOS ANGELES LONDON CHICAGO 
443 So. San Pedro St.--------- Windsor House, Victorio St. S.W1-------- 12 Merchandise Mort 
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Pat. App. for 1932 


IN 


OMINOUS 


CRAFTSMEN 


APOLLO METAL 


yo package can have all the style, 
all the individuality and sales appeal that 
the most ambitious manufacturer could wish 
for its product. These magnificent containers 
fashioned of Apollo Metal, are dominant 
sales producers when made by The Milwaukee 
Paper Box Co. 

Confectionery, jewelry, novelties, cigarettes, 
hosiery, stationery, in fact any of a multitude 
of different products, may be displayed and 
sold as never before in Milwaukee's Apollo 
Metal Boxes. 





Judging their value by their tremendous ap- 
peal and effect on sales, Apollo Metal Boxes 
are decidedly inexpensive. 


A newly developed automatic machine for 
the making of these boxes is your guarantee 
of quantity and prompt delivery. 


Investigate Apollo Metal Boxes for your own 
product. Let us prepare a special box for 
you; compare it to anything you have ever 
seen—then you decide if you can afford to 
overlook this new opportunity. 


THE MILWAUKEE PAPER BOX CO. 


"Brain Built Boxes'’ 
MILWAUKEE WISCONSIN 


INH 
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ESY.ERHRAP 


QUALITY'S BEST ATTIRE 
tmnmernnt 


i Ce ee omrem 





SYLPHRAP 


in PRINTED rolls 





Look for the SYLPHRAP 
label (shown above) on 
each roll or package of 
SYLPHRAP Transparent 
Cellulose. It is your as- 
surance of a_ product 
that meets every re- 
quirement of high-class 
packaging. 





Rolls, Courtesy Farbes Litho Mfg. Co., Boston, Mass. 


SYLPHRAP (transparent cellulose), because of its strength, flexibility and 
folding qualities, can be handled with ease and speed in automatic wrapping 
machines or for hand-wrapping. It is obtainable in sheet form or in rolls in 
a variety of sizes. Write for samples. 
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(Transparent Cellulose) 
' and sheets— 


Sem (transparent cellulose), both 
greaseproof and moistureproof, may be 
obtained in artistic and colorful printed de- 
signs. As multi-color special Labels, Trade 


Marks or allover Decorative Patterns. 


In sheets for hand wrapping and rolls for auto- 


matic wrapping machines. 


In addition to the superior color and trans- 
parency of SYLPHRAP (transparent cellulose), 
which permits displaying of the merchandise 
to excellent advantage, consideration must 
also be given to the advertising value of Trade 


Marks or Brand Names. 


These Printed Wraps or Labels of SYLPHRAP 
(transparent cellulose) are obtainable through 


expert printers specializing in this work. Their 





names will be furnished upon request. 


SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 E. 42nd St., New York 
Works: Fredericksburg, Va. 
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Oblong and oval fibre cans that have all 






CANS 


graphed tin cans, and yet are considerable lower in cost, as illustrated 


the appearances and qualities of litho- 


below have proven to be real sales builders during this depression. The 
two top rows show a new oval base talcum powder can that has met with 
extraordinary success, and the others are oblong cans that 

have replaced round cans to the advantage of 


a number of our customers. 





R. C. CAN CO. 


St. Louis, Mo. 


BRANCH FACTORIES AT 
KANSAS CITY AND 
RITTMAN, OHIO 
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THE FINEST BOXES 
for the 


FINEST PRODUCTS 


Rarewood containers leave nothing 
undone in the complete packaging 
of your product. From candy to 
silverware and back again to pen 
knives and hosiery they add that 
finishing touch that so often pro- 
vides the dormant stimulant for 
lagging sales. 


Exquisite in their design and 
construction, strikingly new and 
novel in their appearance . . . here 
are boxes that fairly shout . . 


QUALITY ... UTILITY . . . SALES. 


There's a Rarewood container for 
you. Let us send you a sample. 


VENEERED 


PRODUCTS 
CORPORATION 


148-154 Louis Street 
GRAND RAPIDS, MICHIGAN 
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HOLIDAY SALES 


EXT month, thousands of manufacturers in the packaging indus- 
tries will begin to consider ways and means for making their 
products more appealing to the holiday trade. 

They will then be in a particularly receptive mood for helpful sugges- 
tions along this line. 

If you manufacture packaging supplies —- fancy papers, box wraps, 
bands, labels, colorful packing or tying materials, gift boxes, or other attrac- 
tive containers or supplies that will enable the packaging industries to dress 
up their products for holiday sales, let the August issue of MODERN 
PACKAGING bring your message to over 9,000 of the most prominent pack- 
aging concerns in the country. 

The August issue will be of especial interest to these manufacturers be- 
cause, as usual, it will be devoted largely to the advantages of appropriate 
packaging for the holiday season. 


Write, phone or wire us for full details. 


MODERN PACKAGING 


Published by BRESKIN & CHARLTON PUBLISHING CORP. 
1! Park Place * New York 
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PERFECTION 
through 


COORDINATION 





In every advertising design there are 
three human units-the artist the engra: 
ver and the printer-and only by perfect 
coordmation, 6y mutual understanding 
Of each others problems can the best 
results be obtained-----the Powers 
craftsman prepares fis plate with a 
sympathetic understanding of what 
fhe artist has tried to do and of the 
pressmans problem in printing from re 


POWERS ENGRAVING COMPANIES 


NEW YORK 
216 CAST ASth. STREET | 205 WEST 30th. STREET 


PHON€ -MURRAY HILL 2-5900. a @) ab edo PRA AYALA WC el OR CH OROE 
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METAL 
Seals and Labels 
possess 9 essential | 


SALES FACTORS 


























UNLESS YOUR LABEL or SEAL POSSESSES ALL NINE, IT LACKS 100% SELLING POWER 


re 
| GREATER SALES - GREATER DISPLAY q GREATER CONSUMER 
APPEAL 7-9 BO) ACCEPTANCE 


2 WILL NOTFADE 5 WILLNOTTARNISH §& MORE DURABLE 


3 GREATER ARTISTIC b GREATER re) 1 (0): 4 me OOD G 
EFFECTS LEGIBILITY APPLIED 

















R E Y WN Oo L Ie & When considering a seal or label give thought 
first to METAL. Only in METAL are to be 
METALS COMPANY found all essential factors so necessary to insure 
541 West 25th Street, New York City final sales. Check your present label or seal with 
1249 So. Campbell Ave. -: Chicago the above sales-factors. Compare results. Remem- 
345 Ninth Strect <3 San Francisco ber METAL LABELS and SEALS add a value 
to your package. More particularly is this true 
when reduced costs make necessary the adoption 
of standardized containers. Depend upon your 
label or seal—make sure—make it in METAL. 
Expert craftsmen, like ourselves, use only MAS- 
TER METAL FOIL in the creation of sales- 
compelling labels and seals. Consult only experts 
specializing in their manufacture—they know the 
selling function of the label and its relation to 
merchandise. MASTER METAL is used by 
MASTER METAL specialists, who, like ourselves, will gladly submit 
UNIFOIL for ° ° ° . ° 
dlls giak tale designs and quote prices without obligation. A 
rl - sor MASTER METAL LABEL OR SEAL IS 
tributors listed on THE PROPER DRESS FOR EVERY SALES 
reverse side of this OCCASION! 


page. 








REG. U.S. PAT. OFF, 


TRY a 5-pound coil of 
this new, better stapling wire 
with our compliments 


It won't cost you a penny or obligate you in the least 
—and if you don’t think it the best stapling wire you 
ever used we miss our guess. 


Hundreds of firms have made this test, and immediately 
adopted Silverstitch. 


They like the ONE piece coils, which eliminate machine 
stops. Other features of Silverstitch that win instant 
favor are its extreme accuracy as to width and gauge 
—and its uniform temper, which insures smooth feed- 
ing through the machine without interruptions. 


Last, but often a feature of more importance than the 
others, is the superior rust resisting finish of Silverstitch. 
The electro-galvanizing (zinc coat) prevents rust spots 
on containers and inside packages, which is of especial 
interest to food product manufacturers. 


But send for your coil. Let Silverstitch talk for itself, by 
actual performance, in your own plant. 


ACME STEEL COMPANY 


General Offices: 2840 Archer Ave., Chicago, Ill. 


Silverstitch keeps pack- 
ages inside this box free 
from rust blemishes that 
would detract from their 
neat appearance on the 
dealers’ shelves. 


Using Silverstitch in Bliss machine at Wilson & Co. plant, 
Union Stock Yards, Chicago. 


INTRODUCTORY 
OFFER 











FULL WEIGHT 
ONE piece 5 and 10 pound coils 


No short pieces—no stops for re-threading. It’s a 
pleasure to use Silverstitch, especially in 10-Ib. coils. 


Silverstitch is furnished in the follow widths and 
gauges: In the .103 width, four sizes: .014, .017, 
.020 and .023. In the .060 width, two sizes: 
.024 and .0205. 








Acme Steel Company, 2840 Archer Ave., Chicago 


Send us, without obligation, that FREE 


O K 5-pound Coil of Acme “Silverstitch” to 


try out. We use size__ 


Company 


Street 








Be sure to fill in the size wire you use when you return the coupon 
for your free 5-Ib. coil. 
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Keen merchandisers today are not 


» purchasing containers as they did 


years ago... they’re buying new 
package ideas instead. 


Present-day competition has 
shown clearly the tremendous influ- 
ence a better package can have on 
the increased sales of any product. 

In step with this trend, countless 
new package ideas are being created 
in Continental Research Labora- 
tories and in the Development and 
Package Design Departments . 
with the result that Containers By 
Continental are today playing an im- 
portant part in many of the country’s 
outstanding merchandising successes. 

There is a wealth of new ideas, 
knowledge and experience awaiting 
your call. Your nearest Continental 
representative will be glad to counsel 
with youon your packaging problems. 


CONTINENTAL CAN 
COMPANY, INC. 


NEW YORK—CHICAGO—SAN FRANCISCO 
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NUDERN-PACRAGING 


VOLUME FIVE—NUMBER ELEVEN 


Ebseneats of Modern P.chage Design 


An Interview with Walter Dorwin Teague 


PACKAGE DESIGN, regardless of how attractive it 
may be as an abstract work of art, cannot be entirely 
successful unless it also meets the requirements of prac- 
ticality in manufacture, distribution and use. This state- 
ment, in effect then, establishes a rule of procedure 
which the designer should follow if he is to obtain the 
results sought by his client—namely, sales and increased 
sales for the product so packaged. He may, of course, 
adopt various methods of approach, but it is only through 
the proper coordination of the several factors involved 
as expressed in those packages 





that profitable results 
which are meeting with consumer acceptance—have been 
The designer must be a technician as well as 
He should appreciate the relative value which 


obtained. 
an artist. 





Walter Dor- 
win Teague 
in his work- 


shop 


is to be placed on the opinions of production, sales and 
advertising staffs, as relating to the proposed package, 
and combining this with his own experience and knowl- 
edge, he should be able to arrive at a plan in which every 
element of guess work is reduced to a minimum. Many 
designs, which are artistically attractive, have proven un- 
successful through the failure to appreciate the import- 
ance of proper hook-up between design, production, sales 
effort and publicity. 

Such is the doctrine adhered to by Walter Dorwin 
Teague, designer, whose work in the field of packages as 
well as in that of purely product design is outstanding. 
In his contributions to the packaging industry, a few 
examples of which are reproduced on the following 






























pages, Mr. Teague has interpreted and effectively carried 
Re- 


out modernism in its most practical and best sense. 
garding this, Mr. Teague recently said: “All modern de- 
sign, whether in bracelets, motor cars or kitchen sinks, 
relies for its effect first on a perfect adaptation of a 
means to an end. The use to which a thing is put must 
determine the forms and lines in which it is cast, and its 
beauty must grow naturally out of the harmonious adjust- 
ment of its parts. Such a method requires a very candid 
use of materials to bring out their natural, inherent vir- 
tues; and it demands the utmost directness in drawing— 
straight, hard lines, smooth shining surfaces, crisp edges, 
definite arcs and angles. It is geometrical style, akin to 
the mechanized background of this age, and grateful to 
our urbane taste. It expresses and pleases the spirit of 
our day just as the styles of Louis XIV or the Empire 
satisfied their times. If the designer has sufficient under- 
standing and invention, it is possible to apply its prin- 


Beau Brownie cameras and 
cartons designed for the 
Eastman Kodak Company by 
Mr. Teague have been as 
popular in Europe as in 
America. The fronts of the 
cameras are etched metal 
plates inlaid with enamel in 
wo colors, and this design 
is repeated in somewhat 
brighter colors on the cartons. 
The box camera in this form 
has invaded the gift and 
novelty market 





ciples to any product, with practical certainty of success.” 

Mr. Teague believes that the designer must always 
visualize his package in its various steps from producer 
to consumer. This means, in effect, that not a few but 
several factors should be taken into account before the 
design is given form. The practical needs of the package, 
interpreted in terms of or expressing the spirit of the 
product which it contains; its adaptability to the equip- 
ment used in assembling; markets and retail outlets 
through which the package will be sold, and the appeal 
necessary to attract certain types of purchasers; the life 
of the package, during its function as an original con- 
tainer and its probable re-use thereafter, and its place or 
circumstances in the existence of the consumer. The 
answers to all of these contribute primarily and essentially 
to the successful design of a package. 

Of equal importance is the choice of materials by 
means of which the package is to be fabricated. Whether 


Left: Jars designed for Best Foods, Inc., by Mr. Teague and manufactured by the General Glass Corp., Lancaster, 


Ohio. 


Right: A pocket magnifier designed to compete with cigarette lighters and compacts in attractiveness. 


This 


sliding magnifier, executed in lumarith, has been designed for Bausch & Lomb Optical Company. It is nested ina 


gold cut-out carton, covered with black, gold and a color to match the merchand’se 














the package be of paper, wocd, glass, metal, composition 
or other substances, the designer should have an under- 
standing of the properties and limitations of each, so that 
a proper and economical selection can be made. 

Having reached a satisfactory determination of these 
merchandising and mechanical requirements, the designer 





can then proceed to develop his plan, either by himself 
The latter is 
With refer- 
ence to this he states: “In no instance do I think it advis- 


or in conference with the manufacturers. 
to be preferred, according to Mr. Teague. 


able to make numerous sketches from which the manu- 
facturer is expected to make a selection. There is always 
one best solution to every problem, and it is the designer’s 
business to find that one right answer. 
submit three sketches it is better to submit thirty or fifty, 
and this is simply shifting the responsibility for design 


If it is good to 


to the purchaser’s shoulders.” 

Then, from the approved drawing a model can be made 
and, whenever feasible, actual samples. The preparation 
of the latter offers an opportunity to further test the 
conclusions reached in the preceeding studies. 

The foregoing briefly outlines the mechanical limita- 
tions and technical procedure necessary to successful 
package design. “But,” states Mr. Teague, “the ultimate 
value of the result will depend in every case on the skill, 
taste, imagination and inspiration of the artist—his suc- 
cess in creating a new and delightful ensemble.” 

The successful package designer, according to Mr. 
Teague, must be one who does not chafe at limitations ; 
he must accept them just as the painter and sculptor 
accept the limitations of their media, and like them he 
must use these limitations as the very means of achieving 
unique and unexpected results. His sensitiveness to line, 
proportion, form and color are his only justification for 
undertaking design at all, and with this equipment it 
should be possible for him to produce beautiful effects 
in any material that can be given line, proportion, form 


This “Stormoguide” baro- 
meter designed for the Tay- 
lor Instrument Companies 
by Mr. Teague was en- 
thusiastically received by the 
buying public. It is moulded 
in black phenol resinoid with 
an aluminum dial and orna- 
ments of chrome plate. The 
display carton ts in black 
and silver with a band of 
vivid red. Photograph by 
Rehnquist 






























Preserve jar for Alice Foote MacDougall & Sons, 
Inc., which proved a powerful and vital factor in the 
successful sale of this product 


and color, no matter how arrived at. Combining this 
artistic ability in creating beauty with that of being able 
to meet the practical requirements of manufacturing and 
selling, the designer then possesses the requirements es- 
sential to produce packages which meet with popular 
favor—those packages that sell. 

A package, according to Mr. Teague, is a miniature 
poster, and must be treated as such. It must immediately 
register a pleasant impression and arouse the desire for 
its possession. Once purchased, it should continue to 


impress one pleasantly, thus inducing renewal purchases. 



















New Tricks 
In Packages 


Lower Left: There's a saving grace to halitosis 
and B, O. after all if one is to judge by the smart, 
sophisticated container for Listerine, just placed 
on the market. Designed by Ben Nash and a 
product of the Owens Illinois Glass Company, it 
comes in a cream opalescent glass with a black 
phenol resinoid closure, wide enough for refill 
purposes. The brand name is embossed across 
the face of the bottle as well as the lettering, “For 
Boudoir and Travel,” which appears on the back 


Upper Right: A charming and practical package 

for unit sales containing face powder and six cakes 

of toilet soap in various shades from Pastels by 

Marquette, Chicago. Covered with a delicate 

shade of green embossed paper edged with black, 

this package makes a delightful .bridge gift and 
bathroom accessory 


Lower Rights Haan-made Tid-Bits, the new one 
dollar package of R. M. Haan Candy Company, 
served to boost sales for that company’s product. 
In order to tie-in as closely as possible to the 
standard package, the new box ts covered with an 
imitation wood veneer paper and is round instcad 
of oblong. A square open-face outside paper con- 
tainer with curved corners 1s also used and the 
entire package covered with transparent cellulose 
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Upper Left: Tecs, that convenient product of the 
Knit Goods Specialty Co., Chicopee Falls, Mass., has 
a new dress which is striking for its modern sim- 
plicity and effective display value. Covered with an 
attractive shade of chocolate brown paper, the deco- 
rative curved line motif and fine lettering carried out 
in black and white is an effective contrast. The 
package was designed by Arthur Wilde, Boston, and 
manufactured by Cutler & Saleeby, Inc., Springfield 


Lower Left: Campana’s Italian Balm is the latest 
product popular with the fair sex for many years 
that has gone modern. In comparison with the 
former package, the change is decidedly radical, but 
in step with modern times and merchandising ideas, 
and carried out in the best of package design prin- 
ciples. Instead of the familiar blue and yellow color 
scheme which the company claimed considerably 
helped to attract sales to the product when first intro- 
duced into this country, the main colors of the present 
package are blue-green and black. The graceful 
lines of the bottles are followed in the design of the 
label and the blue-green phenol resinoid closures 
ties up with the base color of the label 


Lower Right: To bring shoe polish out on the coun- 
ter of department stores and exclusive shoe shops, 
Everett & Barron, Providence, R. I., developed a 
glass jar with metal closure for its Cinderella Parisian 
shoe creme. The containers made by the Owens 
Illnois Glass Co. come in three different colors—red, 
blue and green—with black closures, the latter a 
product of the Closure Service Company. For 
counter display, they are packed three jars to a 
display box, each a different color 
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Editorially Speaking 


Truth in Most of us can recall the beginning of 
Packages the movement, on the part of advertising 

agencies, publishers and others, to protect 
the public from false or misleading statements. It can 
almost be said that the institution of “truth in advertis- 
ing’ marked the beginning of the time when advertising 
ceased to be a racket and placed itself among the more 
dignified callings. In any event, the movement has ad- 
vanced, and today we find there is less work for the 
“vigillantes” to do, and also that the public is less willing 
to take stock in statements that are without foundation in 
fact. Even slogans and catch phrases must possess a 
modicum of reality to pass muster. 

It is but natural that manufacturers, aware that sales 
of their products depend to a great extent on the accept- 
ance of their packages, should adopt every means to 
obtain effectiveness in such packages. Not only is it 
essential that their packages be at least as good as those 
of their competitors but, in many instances, that they 
should vie with those used to contain other and non- 
competitive products, particularly where display space 
requirements are such that an exclusive showing of a 
single group of merchandise is out of the question. But 
to what extent should such means be carried ? 

There are already to be found certain signs which indi- 
cate that packaging may, to a limited extent at least, lay 
itself open to a charge similar to that which brought 
about the demand referred to—that for truth in adver- 
tising. Perhaps not as serious a charge, for its effect 
will be confined to those manufacturers who follow a 
practice of creating a false or misleading impression 
through a package as a means of building sales for their 
product. Is it not essential that the package bespeak its 
contained product—at least to the extent that the public 
be not misled in its purchase, buying a product in a 
package which patently gives every outward sign of 
being an entirely different product? 

In opening this subject to discussion, we do not raise 





question against those manufacturers who may have 
adopted packages—and are successfully selling them— 
which have a re-use value and are pertinently designed 
for such purpose. These have been accepted as legitimate 
and offer a wide diversity of uses. 

We believe that the industry, through its package de- 
signers and suppliers, possesses sufficient ingenuity to 
plan and produce packages which will, in effect, speak 
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the truth. In that way, and only that way, will the pack- 
age industry play its part in the merchandising scheme 
of things and receive its full recognition. 


e 


“The world is so full of a number of 
things, I’m sure we should all be as 
happy as kings.” Just exactly what 
may be the present status of a king is open to question, 
but we have every reason to believe that at the time this 
quotation was given birth they were well contented with 
their lot. However, then as now, the preceeding ex- 
pression implies that our existences are made pleasant in 
proportion to our surroundings and those things which 


Package 
References 


we possess or may have access to. As time goes on we 
find improved ways of performing our work, new sources 
from which we can draw inspiration. Our tasks become 
simplified, and we gain thereby the time and energy to 
devote to other work. 

Such has been particularly true in the development of 
information which relates to the packaging industry. 
We can recall, with no great effort, our early attempts to 
obtain knowledge of package activities, to learn first- 
hand, or even second-hand, of developments and experi- 
ences which related to the field. There was, decidedly, 
a dearth of information which was applicable—or at least 
recognizable as such—to all industrial groups who then 
made use of packages. There was a lack of correlation 
among the interested groups, or at least a failure to recog- 
nize that certain packaging practices had a common bond 
among these groups. This condition prevented or handi- 
capped much of the study and research which has since 
been available, being provided by several organizations. 
The 1932 edition of the PACKAGING CATALOG lists no 
less than fifty agencies—public, semi-public and private 
—that are in a position to contribute, directly or indirect- 
ly to a knowledge of packages or packaging. And these 
are but a small part of the resources on which the indus- 
try can draw. So we find that the packaging world is 
indeed “full of a number of things.” 

The foregoing was inspired when we received recently 
a copy of a report issued by the Policyholders Service 
Bureau of The Metropolitan Life Insurance Company, 
“Transparent Wrappings as a Sales Aid for Food Prod- 
ucts.” This report, on the experiences of twenty-nine 
companies, according to its introduction, “was prepared 
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to answer specific questions presented by a group insur- 
ance policyholder of the Metropolitan. It was compiled 
with special reference to the situation confronting the 
organization for. which the work was done, and is not 
intended as an all-inclusive discussion of the subject. 
The report has been made available for general distribu- 
tion because it is believed that much of its contents will 
be of interest to executives confronted with similar prob- 
lems. In its present form, references or material of ex- 
clusive interest to the company for which it was prepared, 
have been removed.” 

That the report is available is not only a happy cir- 
cumstance but also one which indicates that general or 
specific package subjects are becoming of widespread and 
increasing interest. 


Sa 
— Experiments conducted by the Depart- 
— A and ment of Agriculture have shown that most 
potlage colors permit the passage of rays of light 


that promote spoilage of foodstuffs when wrapped. Only 
two—grass green and black—shut out these rays; the 
green, like the chlorophyll of plants, by absorbing the 
photochemically active wave lengths of light, and the 
black by absorbing practically all of the rays. 

In one test two lots of the same meal were stored side 
by side for about a year, one in a glass bottle exposed to 
the direct sunlight and the other in a glass bottle wrapped 
in black paper. The meal in the wrapped bottle was 
fresh and sweet when removed; that in the unprotected 
bottle was spoiled, with a very rancid odor. 


In another test a set of vials, one containing lard, one 
butter, and one salad oil, was placed in each of ten com- 
partments, each compartment was covered with glass of 
a different shade, and the whole frame was exposed to 
sunlight. At the end of the experiment the material kept 
under the grass-green glass was still sweet, while that 
kept under the glass of any other shade of green, as well 
as of the different shades of blue, purple, yellow, orange, 
and red, was distinctly rancid. The same results were 
obtained when oil-bearing foods were wrapped in trans- 
parent cellulose of varying hues. 

This study, it is stated, offers manufacturers of oil- 
bearing foods a practical means for delaying rancidity 
and reducing the monetary losses resulting therefrom. 
Crackers, potato chips and coffee also spo:l rapidly when 
so stored that active rays of light can reach them. Grass- 
green and black containers prevent or greatly retard such 
deterioration. 


It would seem that color, then, has a practical as well 
as an esthetic value in wrapping foodstuffs, and this is 
likewise true for certain other products. 


Ke hur. 


Ruminations of a Package Addict 


WHAT with the trend toward dressing up the items 
offered to the consumers, a change of the label—mast- 
head, if you prefer—of these paragraphs, we stride 
along the lines advocated by MopeRN PACKAGING . 
somehow, when the “rumination” idea was passed along, 
we felt it might have been worse,—‘‘rumor-tism,” f’rinst. 

NATURALLY, in reading the Kurz-Kasch ad, 
“Zanol has crowned these achievements of beauty with 
smart moulded caps...’ our conception was was one 
ot royal informality ... 

NOW that the makers of Worcester Salt are beguiling 
the public to buy their Worcester Salt Toothpaste, its 
quite obvious that it’s one dentrifice which cannot advo- 
cate it for its “fresh” taste 

VADSCO SALES gallops to the barrier with a new 
“Day and Night” face powder, attractively packaged in 
a box diagonally divided into light and dark hinged lids. 
And we just cannot control a thought that the “natural” 
for Day and Night powder is a clock-face. 


WE DON’T KNOW whether to encourage a stam- 
pede along the trail of Chase & Sanborn, or not. 
Realsilk hos.ery is advertised on a_ double- 
spread with the emphasis on fresh silk. Will that lead 
to another “dated” package ? 


being 


WHAT APPEARS on the package assumes a new 
significance ; reports indicate that the Bureau of Inter- 
nal Revenue, in figuring the new sales tax levy is in- 
clined to rule that the manufacturer whose name is on 
the label, pays the tax. . . . Well, if that can only be 
made an ironclad rule, we'll be faced with a flood of 
packages minus the name of the maker. 


RECENT RUMORS from Washington suggested 
that products advertised or labeled to indicate that the 
contents of the package had a medicinal value, may cause 
a shrinkage in the printed virtues of some items. It’s 
getting so that manufacturers will soon restrict their 
labels and cartons to mere mention of product name. 
It follows as likely enough that a manufacturer of Bay 
Rum might be restrained unless Bay leaves and genuine 
rum are used init... 


. 


SOMETIMES it seems that the men who make the 
window displays are more inspired than the men who 
designed the displayed package . . . a case in point being 
Fayro Reducing Bath Salts, which has a singularly 
uninspired carton, compared to the dramatic appeal of 
the display; showing a generous portion of femininity 
stepping into the tub, and emerging in the form of a 
choice Grade “A” Ziegfeld damsel. M.C.D. 
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P.ckages Siyled Woah 
Molded S varhetic Plastics 





Upper Left: Only the initiated are aware that the con- 

tainer for Tussy lipstick has undergone a change. To all 

appearances, it remains the same but actually the struc- 

tural treatment is different. It is now molded of Plaskon 

and phenol resinoid, instead of casein, by the Mack 
Molding Company 


Upper Centre: The chain stores are displaying some ex- 

ceedingly good looking packages molded of phenol 

resinoid. The new Faoen rouge by Park & Tilford is 

blue with a white base—the display card matching—and 

the Vantine rouge container ts cardinal red with a black 
base 


Lower Centre: Smokers can now carry their cigarettes 

and matches while bathing. The Imperial Molded Prod- 

enables the bather to wear it on his belt. Made of molded 

which is both waterproof and attractive. An attachment 

enables the bather to wear it on his belt. Made of molded 

phenol resinoid, with either gold or chromium trimmings. 
Photo courtesy Bakelite Corp. 


Bottom Row, Left to Right: An advance in glue merchan- 
dising is the new molded phenol resinoid spreader-cap 
developed for LePage’s by the Russia Cement Co. and 
presented simultaneously with complete re-styling of the 
entire line of containers. The red closures match the 
lettering, and the black and yellow masses of the tube give 
the design great visibility. Photo courtesy of Durez 


New Lehn & Fink package for Hinds Toning Cleanser. 

Carries the familiar beehive closure, molded of magenta 

phenol resinoid, a feature of other Hinds packages. Label 

is in silver, with magenta lettering. Photo courtesy of 
Dures 


This display stand tells its own story. It is made of both 
laminated and molded phenol resinoid. Photo courtesy 
Bakelite Corp. 
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EXPENSIVE PICTURES on expensive paper, made 
by a man in a remote studio, without practical knowledge 
of materials, processes or the final purposes of products 
and packages? Hardly. 

This viewpoint of too many manufacturers, their engi- 
neers and sales managers, is undergoing a healthy change. 
They are beginning to see that the thousand-and-one ar- 
ticles and packages of commodities used in daily life must 
that design is fully as important a factor 
(And 
even those last are inherent factors of design.) The 
alert industrialist knows that he has already entered an 
indefinite period of competition in design, and he is 
putting his house in order accordingly. 

One has only to walk through a modern department 
store, an automobile display room, a beauty shop, a 
pharmacy, and compare in his mind the products dis- 
played with the same things as they were styled—or were 
not styled—a decade ago, to realize the importance of 
design today. Or, more easily, he may compare the new 


be designed 
in merchandising as are utility and convenience. 








designs with the old which are still on the shelves— 
“sacred cows” held over with an ageing generation, a 
generation that will not long be here to buy them. 
Today and tomorrow, with world-wide dissemination 
of good taste through the magazines, the movies and 





What Is This ites Deaton t 





By George Switzer 


cheap travel, the deciding factor in competitive merchan- 
dising will be design. 

I am not unaware, of course, that some manufacturers 
stili maintain that because their products have sold for 
the last half century in the same form they will continue 
to sell as successfully in the future. Let me cite a simple, 
but typical, instance of the changing attitude: the re- 
design of a container for a very homely product. 

3udget Products, Inc., over a period of fifteen years, 
had established a substantial market for its “Budge-It,” 
a cleanser for kitchen and garage use. Like many other 
manufacturers, the company felt sure that a package 
lose the friends it 





change would jeopardize its market 
had won and held for years with the original yellow and 
green container. 

Nine months ago, moved by magazine articles and dis- 
cussions about design, officials of the company began— 
with some misgivings—to investigate. They called on 
me for suggestions. It was quite evident that they ex- 
pected me to sit down before a drawing board and make 
some expensive pictures. 

Disappointing them in this, I at once began an in- 
vestigation of their markets and methods and consumer 
problems. We found that they had been using two dif- 
ferent containers: one for the (Please turn to page 46) 
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Modernize the Package W sthout Loss of Identity 


By William Marchant 


Until comparatively recent times, few cartons were 
really “designed.” Contracts for producing containers, 
awarded to the lowest bidder, whose price included the 
making of sketches, working drawings, p!ates and electro- 
types were not very prolific in the matter of good, effec- 
tive design. With the event of more intensive sales com- 
petition in packaged goods, the elements of eye appeal, 
color reaction, legibility and merchandising value became 
vital factors in the production of cartons. Real package 
design became a fact and was no longer considered as 
something “thrown in” with the order for a carload 
of cartons. 

There are those manufacturers whose policy is to retain 
the identity of their packages, to maintain a certain 
standard of appearance and unbroken continuity of gen- 
eral effect. 


It is well known that the public is quick to detect the 





likeness or unlikeness of a box design or label without in 
the last analyzing the differences. Consequently it is pos- 
sible for the skilled designer of display to effect a trans- 
formation in appearance without disturbing the buyer's 
confidence in the integrity of the product. For those 
whose desire it is to break entirely with the past, the task 
is, of course, easy. 

The accompanying illustration shows three cartons of 
the Laurel Biscuit Company, formerly the Dayton Bis- 
cuit Company, illustrating the modernization effected 
through three changes of design. The characteristic 
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color combination of golden red and dark blue was re- 
tained throughout the years of marketing represented by 
these three containers. 

The design on the left harks back to the gay nineties 
when the problem of the package was approached from 
the standpoint of so much per thousand, the “artistic” 
quality partaking of the “bangs and bustle” variety. The 
lady on the box is obviously a blend of daring debutante 
and the classic with a slight tendency to the Amazonic 
about the shou!ders. 

In the center design, adopted some years later, she 
frankly confessed to a purely allegorical significance ; 
garbed in the robes of Athena she bore aloft a more evi- 
dent wreath of laurel, the lettering also being repri- 
manded and put in order. 

Just a few months ago the goddess took immortal 
flight, and disappeared from the package on the right— 


eS 





THe Lay = A 
REL , 
PArTONN SCUIT CQ, 


disappearcd, we trust, to dwell amid Elysian fields of 
gastronomic del’ght henceforth. The laurel, unwreathed, 
went modern and encircled the package. The panels as- 
sumed more simple and effective shape and proportion 
and today the package stands unabashed on the shelf of 
the most up-to-date shop. 

In the hands of a competent carton designer much can 
be accomplished, the Laurel container presenting a very 
good example. One thing yet remains to do, the artist 
has a critical eye on the style of lettering and he—but that 
is another story and awaits a time for the telling. 




















.. . increase their tastiness and saleability 
—by using silvery Alcoa Aluminum Foil 


Packaged figs, fresh, moist, and with skins that are tender! 
Raisins, plump and palatable! That's your fruit packer’s 
ideal of perfection. And right there is where Alcoa Alumi- 
num Foil helps tremendously. This foil is actually pure 
Alcoa Aluminum rolled into paper-thin sheets. It keeps the 
natural fruit moisture in—keeps air and outside moisture out. 


Fruit wrapped in Alcoa Aluminum Foil stays tender, fresh 
and inviting, where in other packages skins become dry 
and tough so that much of the tastiness disappears. 


Your product, wrapped in Alcoa Aluminum Foil, will 
reach users fresher, more tempting and more saleable. Alcoa 
Aluminum Foil is bright and appealing to the eye. It at- 
tracts attention and helps to speed up sales. It covers more 
area per pound than foil of any other metal. It is easy to use 
in both hand and machine wrapping. Let us tell you what 
it will do for your products. Ask us to show you the in- 
teresting results of research tests on this modern sales 
producing wrapping. Write ALUMINUM COMPANY of 
AMERICA; 2429 Oliver Building, PITTSBURGH, PENNSYLVANIA. 


ALCOA ALUMINUM Rolled into Foil. 
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The screw-eye 
can be used for 
resealing scores of 
times . . . and its threads 


won't strip when it is part of an 
Alcoa Aluminum Collapsible Tube 











Break the seal with the screw-eye! Repeated 
resealing will not strip the threads which are 
formed in this type of blind orifice Alcoa Alu- 
minum Collapsible Tube. 







That’s why so many packers of pyroxylin 
cement—and other liquid adhesives—prefer 
this style of blind orifice collapsible tube made 
of Alcoa Aluminum. 






are so light in weight they save considerably 
in shipping expense. 





There are styles of Alcoa Aluminum Collaps- 


ible Tubes for nearly every purpose. They are 
so strong, they stand rough handling and high 
internal pressure without injury. Yet they are 
soft and pliable. And as their manufacturing 
processes include annealing, the metal is clean 
and dry—tready to receive any decoration you 
may desire. Made of Alcoa Aluminum, they 


Collapsible Tubes of 


ALCOA ALUMINUM 


Collapsible Tubes of Alcoa Aluminum are 
available in all sizes up to 2% inches in diam- 
eter and 10 inches in length. We'll gladly dem- 
onstrate the advantages gained by packing 
your product in these strong, light tubes. 
Write ALUMINUM COMPANY of AMERICA; 
2429 Oliver Building, PITTSBURGH, PENNSYLVANIA. 
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Piaeen Pie Has A Fetes 


TO MERCHANDISE a new line of true fruit ices— 
orange, raspberry and pineapple—Eskimo Pie Corpora- 
tion is using a new patented package—a real metal foil 
cup, paper lined—which incorporates novel and outstand- 
ing features and utility. The “Eskimo Cup,” as it is 
called, is stated to be a “natural twin” for the already 
well known Eskimo Pie. 

The new package consists of a heavy-weight, special 
paperboard, foil-mounted outer container with a remov- 
able bottom, a light-weight, moisture-proof, crimped 
paper liner or shell, and a heavy-weight paperboard lid 


or cover. The outer container or cup carries an attrac- 


The package for the new 
fruit ices of the Eskimo 
Pie Corporation incor- 
porates convenience with 
attractiveness. In addi- 
tion to easy removal of 
the product, the liner or 
shell provides protection 
to the ice 


tive embossed design which, as may be seen in the il- 
lustrations, depicts a scene in the frozen North together 
with a reproduction, in miniature, of the cup itself. The 
company’s trade mark, which simulates the aurora bore- 
alis, is also shown. A silver-grey background serves to 
emphasize the effect of the embossed foil, producing an 
impression of intense coolness, quite in keeping with the 
nature of the product contained in the package. 

From a utility standpoint, several conveniences are 
claimed. Upon removal of the cap, the ice may be eaten 
in the customary way; it may be lifted out, in its sur- 


rounding shell, from the cup, or it may be separated from 


the shell and placed on a dish. In addition to affording 
an easy means of removing the ice from the cup, the 
crimped shell provides a substantial means of insulation 
or protection to the ice, in that the air spaces so fur- 
nished help to prevent melting. A further prevention of 
the latter is, of course, afforded by the foil mounting of 
the cup which tends to deflect any heat with which it may 
come in contact. 

In manufacture, die-cut blanks—foil-mounted, printed 
and embossed—are assembled and stitched, the bottoms 
put in place and the containers nested in special auto- 
matic machines, at the rate of 50 per minute. 








Photo by Rehnquist 


The “Eskimo Cup” is of 5-ounce liquid capacity. 
Modern Foil Packages, Inc., of 100 Bridge Street, Brook- 
lyn, N. Y., are developing other sizes of foil cups em- 
bossed in various designs and different background colors. 
Any manufacturer may have his own special design and 
trade mark embossed, and printed in any color, on this 
foil cup. The features of the cup are such as to recom- 
mend its use for packaging a wide group of food 
products, not only because of the protective lining of 
the shell and inherent qualities of the container but also 
because of the merchandising facilities offered in the 
designs which may be applied to the display surfaces. 
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For The Summer V acationist 


By Myra N. Conklin 


IN THIS AGE of package consciousness the cosmetic 
industry has contributed its proportionate share of in- 
genuity. Packages for the traveler and vacationist have 
been so adequately and successfully developed along prac- 
tical and useful lines within the past few years that they 
have become essentials to our enjoyment. A few of the 
outstanding summer preparations, particularly, deserve 
mention. 

The protection of the skin from the sun’s burning ray 
has been one of the chief considerations of beauty spe- 
cialists, and after much experimentation they have suc- 
ceeded in developing a product which keeps the skin from 
burning and, at the same time, permits of that much de- 
sired tan. One of these preparations packaged in a most 
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convenient and attractive manner is shown in the illustra- 
tion at the bottom of the page. It is Elizabeth Arden’s 
“Sunburn Oil,” bottled in an irregular shaped container 
with protecting waterproof kit. The short strap enables 
this case to be carried at the beach hung nonchalantly 
upon the arm, or in the beach pajama pocket. 

The case comes in all the popular shades to match the 
beach pajamas, bathing suits, or swimming accessories— 
green with black trimmings; red, blue, and yellow. The 
oil is prepared in two shades: café for the brunette and 
honey for the blonde. 

Another beach oil developed for the same purpose as 
Miss Arden’s is that of Kathleen Mary Quinlan’s. For 
her package Miss Quinlan has selected a square black 
bottle glass stopper. 
The characteristic label of white 
with black type and edged at the 
top with a red band and at either 
side with black enhances the effec- 
tiveness of this ensemble. 


glass with 


No matter how careful one is in 
applying these skin protectives the 
drying effect of the sun is bound 
to take its toll. Consequently the 
usual facial treatment products are 
all the more necessary at this time 
of the year. To make her prepara- 
tions more easily accessible at the 





beach, on the train, or in the motor, 






Angela Varona has chosen a jumbo 






tube, as shown at the upper right 
on the opposite page. And com- 
bined with this novel tube is the 







unique and useful feature of the 
turn handle by which the cream 
may be expressed without the usual 
pressure with the fingers and sub- 
sequent mutilation.. 

The tube is effected in silver 
white with the product name and 
trade mark in red and finished with 
a red plastic cap; thus carrying out 
the color scheme of the entire line. 
In harmony with this is the un- 
usual red and silver triangular 
shaped outer carton, a decided 
deviation indeed from the custom- 


ary carton. The tube top is fitted 








into a hole in a piece of cardboard the shape of the box 
base. The tube is then slipped into the box from the side 
and held firmly in an inverted position. 

Whether a day-time occasion or an evening soirée a 
dash of one’s favorite perfume gives the finishing touch. 
And the problem of how to carry safely a sufficient 
amount of perfume and still not too much to be bulky, 
is solved by Channel’s new size perfume bottle. This 
two-dram container, shown at the right, is effected in a 
miniature of the regular size containers. Of course, small 
amounts of the more expensive perfumes may be ob- 
tained at the various department stores from broken lots, 
but this produces a feeling of insecurity in not having 
purchased the perfume in the original container ; it creates 
the fear of possible contamination with other odors or of 
dilution. Consequently Chanel, to obviate both these 
ideas, offers this new size in any of its popular odors. 

Still another preparation packaged in a most con- 
venient tube form is “Harrison’s Sunburn Preventor,” 
as illustrated below at the extreme right. The purpose of 
this non-greasy, white cream needs no mention as the 
design both on the tube and carton is adequately descrip- 
tive. The red sun with its rays depicted in undulating 
red lines tells the story so graphically that the words 
are scarcely necessary. This 


, 


even “positive protection,’ 
against a blue background with a white band at the top 
possesses all the elements of an ideal package. 

Then there is the general travel kit of Barbara Gould, 
Inc., containing all the preparations in compact form 
essential to a complete cleansing and make-up. The 
zipper-closing, rubber lined, moire silk travelette is par- 
titioned to hold a small jar of cleansing cream, tissues 
and finishing cream, a bottle of muscle oil, skin freshener 
and face powder. The bag may be obtained in all the 
popular colors with the jars and bottles in small sizes of 
the regular Barbara Gould line, with the red, black and 
cream color scheme carried out on the labels. As an 
additional convenience so that the bag may easily be 
carried on the train is the double strap handle. It is 
shown below, at the right. 
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What is This Thing Design? 

(Continued from page 41) garage market and another 
for the housewives. We found that the housewives used 
only about two-thirds of the contents of a can for one 
cleaning, with the result that what remained was not suf- 
ficient for a second cleaning, which was aggravating, or 
that it was thrown out, which was waste. 

It made no difference to the garage men, we learned 
at the same time, what quantity the can contained. Ac- 
cordingly, before one scratch was made on paper, it was 
possible to make two recommendations about the con- 
tainer design which resulted in a production cost saving 
of a fraction less than 37 per cent. The first was that 
one container be designed to serve both markets. The 
second, that it be made smaller and more convenient in 
size but be sold at the original price. 

Still other problems had to be solved before the design 
could be commenced. It could not be too feminine in 
appeal or the garage men would not buy it. It could not 
be too virile or the housewives might fear that the 
cleanser would injure their delicate fabrics. As the 
cleanser was never advertised in any way, the package 
design had to be its own advertisement, attract attention 
first, declare its purpose second, and lastly, sell itself. 

So a color scheme of vivid red and yellow, white, and 
black was decided upon. The red and yellow to attact 
the eye, the white to suggest the product’s clean and sani- 
tary purpose, the black to intensify the other colors. To 
give additional attention-value and brilliance, and inci- 
dentally to keep it that way, it was varnished so that 
grease and dirt could be wiped off easily. 

To register the purpose of the product, a large 
CLEANS was made the dominating feature of the de- 
a device known to every 





sign and by reverse lettering 
designer—the two markets of the cleaner were ap- 
pealed to. 

And finally, to substitute for a salesman when the 
product was on display tables and counters, a list of all 
the uses for which the cleaner would serve, and clear 
instructions for its uses were included as part of the de- 
sign without in any way affecting its simplicity and 
attractiveness. 

Now, though the design for the container was com- 
pleted, our responsibility as designer-consultant was not 
ended. The next step was to learn whether this design 
would serve all the purposes for which it was made. 

Our recommendation, accordingly, was that the new 
container be tried out in one of the large department 
stores in New York. Arrangements were made with the 
buyer to substitute the new container for the old. Noth- 
ing was said to the salespeople and no advertising or 
displays of any kind were used. 

At the end of two weeks Budge-It sales had increased 
30 per cent. What was more, the salespeople of their 
own accord, attracted by the brilliance and freshness of 
the new container began to display it prominently. 

At the end of the third week sales had increased 40 
per cent. 

Then the window display man came along and the 
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He featured them in a 
Passing 


Budge-It cans caught his eye. 
window display of house-cleaning articles. 
buyers noticed the cans and inquiries began to come in 
to Budge-It. Some inquiries were from buyers who had 
consistently refused to stock the cleanser. 

At the end of the fourth week sales had more than 
doubled. 

But New York, as we are often told, does not repre- 
sent the United States. So similar tests were repeated 
in representative stores in six other cities. The results 
were the same. Then, and only then, the new container 
was put into general distribution. 

At the end of four months the entire sales of the com- 
pany had increased 102% per cent. 

The business was doubled by eliminating one of the 
two containers, by pleasing the two consumer classes 
with a smaller package that saved 37 per cent of produc- 
tion costs and by means of package design that acted as 
its own salesman on the shelves of retailers, and stayed 
sold with consumers. 

It should be noted here that the Budge-It problems 
was not one for solution by production men—techni- 
cians, chemists. There was nothing wrong with the prod- 
uct. It did its work. But it wasn’t presented conve- 
niently, didn’t look right. A designer joined the group 
and their combined efforts clicked. 

I have cited the case of Budge-It because it was not 
complicated by the effect of advertising, price reduc- 
tions, or any other sales stimuli, and because the ele- 
mental nature of the problem so clearly indicates the 
importance of this new thing called design. 


q 


A Design and Industry Conference was held the 
evening of June 23 at the Art Center Building, 65 East 
56th Street, New York City, under the auspices of the 
National Alliance of Art and Industry and the American 
Management Association. Irwin D. Wolf, secretary of 
Kaufmann Department Stores, presided. Speakers were 
as follows: Mark M. Jones, “Utility and Art Trends” ; 
O. F. Benz, “The Consumer Point of View”; Ben Nash, 
“Buying a Complete Design Project’; Foster Gunnison, 
“An Industrialist’s Point of View.” Joseph Sinnel, Gus- 
tav Jensen, John Vassus, Paul Frankl, Gilbert Rhody and 
Egmont Arens were among those who took part in the 





discussion following. 
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The radio programs broadcast in recent months 
under the sponsorship of Lady Esther Company, 5710 
Armitage Avenue, Chicago, have brought such an in- 
crease in the demand for Lady Esther Four Purpose 
Face Cream that the company has found it necessary 
to enlarge its production facilities. A. H. Ross & 
Company, production engineers of Chicago and New 
York have been appointed to re-arrange and modernize 
the present plant. New equipment is being installed 
throughout which will make the Lady Esther laboratories 
and factory one of the most efficient and modern in 
the industry. 











THE GAP between the packer of an infinite variety 
of products and one whose production is limited to a 
single item or, at the most, a few closely related, is not 
limited merely to size. Aside from the added responsi- 
bilites which the increased and varied production of many 
products entail, one weighty problem is experienced by 
the packer of assorted foods which the other one is not 
called upon to face. 

Building and maintaining a 
a diversity of lines is by far more complicated than 
steadily sustaining the quality reputation of one prod- 
uct. The sceptre of an ill-wind hovering over one line 
is the black cleud on the horizon of the producer and 
The good-wi'l as cre- 


uniform quality through 


packer of a variety of products. 
ated by the company name under which dopted lines 
meet successful competition is in jeopardy. One little 
blot materially will affect the fick’c sublic’s faith in that 


Phoo by 


Rehnquist 


Packhagine Since 1811 


By Ann Di Pace 


company’s aliied production. A rigid adherance to uni- 
formity in quality is, therefore, the primary rule in this 
type of organization. 

“Distributors since 1811” and supervision of all prod- 
ucts packed under their brand is the platform on which 
R. C. Williams & Company, Inc., meet their public in 
the merchandising of Royal Scarlet food products of 
every description—products that range al! the way from 
coffee and preserves to hors d’oeuvres and fish. Since 
production is carried on on such a wide and diversified 
scale, the packing p!ants devoted to the production and 
packaging of allied products are located throughout the 
country, in other parts of the north-western hemisphere 
as well as in several European countries. Wherever the 
locality, whatever the product, however, the high, uni- 
form standard of Royal Scarlet products is maintained. 

In the huge p'art in New York, where coffee and teas 
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control the manufacturing activities, Royal Scarlet cof- 
fee is blended, roasted and packed. In the blending, only 
those grades which have been passed by the expert are 
placed in the conveyors which carry the green coffee to 
the screening and cleaning device, which is connected 
by chutes to the mixing machine. This is the first opera- 
tion in producing the finished blend of coffee. It is ac- 
tually, however, a combination of several operations 
since, while the green coffee is mixed, it is sifted in the 
screening hopper several times so that all dust, dirt, chaff 
and other matter from the green coffee, are entirely 
eliminated. 

In the final operation the green coffee is carried to the 
hopper located directly above the roasting cylinders. 
Each hopper which is connected to the roasting cylinder 
by a chute, holds about 450 pounds of green coffee and 
after the coffee is finally conveyed into the cylinder, ex- 
treme care is taken that the coffee is roasted properly. 
The head roaster, who is 
assigned supervision of all 
coffee that is roasted, con- 
tinually tests the coffee for 
the correct shade. Gas 
heat is supplied to the roast- 
ing cylinders which is con- 
trolled by the roaster or 
operator so that regardless 
of the kinds of coffee in 
the blend, all are roasted 
uniformly. 

After the coffee has been 
roasted to the proper shade, 
the entire contents of the 
cylinders are placed into 
cooling pans, from which, 
after being cooled, it is 
conveyed to an automatic 
stoner, where a final pre- 
cautionary measure is taken 
and the roasted coffee is 
thoroughly stoned for any 
foreign matter. From the 
stoner the coffee is automatically conveyed direct to the 
granulator, which is connected to the filling and pack- 
aging units. 

Coffee in the bean which is to be packed in bags for 
bulk trade, is taken through a cut-out before reaching 
the granulator. Regardless, however, of whether it is 
packaged for bulk or retail store sales, the product must 
be uniform both in the bean and in the grind. 

In the grinding, the coffee goes through several grind- 
ing processes before it is fine enough to be released from 
the granulator to the automatic packaging units. When 
it is ground to its proper cut or finished state, it is picked 
up by a conveying belt which carries it to the bin from 
which it is conveyed to the filling units' of the packaging 
equipment. As the coffee is automatically discharged 
ee Ferguson Company. 


2American Can Company. 
8Exact Weight Scale Co. 
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from the hopper, it is simultaneously weighed for either 
one, two or three pound package and discharged into 
the red metal container,? of proper size, so familiar 
to consumers. 

The filled containers are then carried by conveyor belt 
past an operator who check weighs* every tenth package, 
from which they continue on the moving belt to the 
vacuumizing and sealing machines. The cover rack of 
this machine automatically discharges the cover of the 
container, sealing the latter with a light seal in prepara- 
tion for the vacuum machine where it receives the final, 
tight seal. The sealed containers are then automatically 
discharged on to a platform where an operator packs 
them in either one of two sizes of shipping containers— 
24 and 48 packages to a container—for delivery to the 
shipping department. 

“Vacuumizing any food product,” said Mr. Sinclair, 
head of the coffee and tea departments of R. C. Wil- 





One of the filling units for 1-lb. containers of Royal Scarlet coffee. Note scale for 
check-weighing the filled containers 


liams & Company, “is the ideal way to distribute any 
product if you want it to reach the consumer as nearly 
as fresh as in its natural state. With coffee the con- 
sumer will find that when packed under the ultra 
vacuum process it is as fresh as when it comes direct 


q 


The program of the twenty-third annual convention 
of The Flavoring Extract Manufacturers’ Association, 
held at Atlantic City, N. J., June 13, 14 and 15, included 
a session devoted to the subject of packaging. Speakers 
included B. C. Robbins, Du Pont Cellophane Company ; 
S. L. Barnes, Armstrong Cork Company, and D. E. A. 
Charlton, MoperN PackacinGc. E. A. Waters, vice- 
president of General Foods, Inc., also gave an address 
on the subject, “New Methods of Food Production,” 


from the roaster. 


during this session. 











Boxes Wirh Hand -looled Leather Effects 


CARVED or hand-tooled leather, as used for or ap- 
plied to various items, has always been highly prized not 
only because of the beauty thereof but also because of 
its ability to withstand wear and present a more attractive 
appearance as time goes on. Its use as a covering for 
boxes is too well known for comment, although because 
of its cost that use has been limited to containers for 
more expensive merchandise, where a higher price can be 
demanded for the package and its contents. 

But modern ingeniousness and invention have made it 
possible to obtain substitutes, less expensive, for many 
substances, and so, too, means have been found to furnish 
effects which simulate those of embossed or hand-tooled 
leather. The boxes shown in the accompanying illustra- 
tion furnish excellent examples of what is being done in 
this direction, these being products of Leathertone, In- 


corporated. Although the reproductions appear only in 





black and white, there is much to be said as to the color 
effects obtained in each of the samples shown. 

The material used on Leathertone boxes and other 
products is supplied with a perfectly smooth finish and is 
then grained with various leather grains, preparatory to 
the embossing. A number of the dies used are reproduc- 
tions of hand-tooled effects, while others are more or less 
conventional designs. The coloring of the design por- 
tion is done with lacquers, which is the same material as 
the coating on the basic material, and, after the applica- 
tion, becomes an integral part of the material itself, being 
waterproof and impervious to stains of any nature. The 
colors are applied with an airbrush, through stencils, 
after which each item is treated with a pigment coloring 
to obtain a two-tone Moorish effect. The manufacture 
of the coverings, as well as the boxes, is all done by hand, 
each item being treated individually. 
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IDEAS 


WE ALL KNOW the old wheeze about the pebble thrown 
in the waterpond . . . how the ripples, or the swells, or what- 
ever you may call them, spread out in every direction. 

. just a suggestion is often all 
and in com- 


Package ideas are like that . . 
that is needed to establish a line of thought... 
pleted form the new package, or that adjunct to an old pack- 
age, supplies the impetus necessary to increased sales .. . 


* * * 


Like fiity million Frenchmen, the opinions of those who buy 
goods in packages can’t be wrong. While we haven't 
checked with the Census Department as to package population 
(those who buy) we do know that it is estimated that ONE 
HUNDRED BILLION PACKAGES are sold annually. .. . 
What percentage of these can be improved we dare not say... 
The potential customer asks only for package convenience, 
utility and attractiveness as an urge to purchase . . . ample 
examples which incorporate all of these essentials are to be 
found. . . . With some thirty different industries keenly con- 
scious of the power which the package can exert in merchan- 
dise distribution, what an opportunity exists for the inter- 
change of package ideas! 


* ce * 


#28 EASY TO FILL... Ceunted among the petty 
annoyances is the aggravation of an inky fountain pen. 
Seldom the fault of the pen—it’s usually caused in the filling 

. with dirty fingers as the result... . Why the need of this 
when a simple trick will accomplish an easy and unsloppy 
means of performing a simple task. . . . Here’s a solution—a 
convenient and serviceable ink bottle or well . . . it appeared 
ina recent issue of “Gebrauchsgraphik” (International Adver- 
tising Art) Translated from the German, the description 
reads . . . “The fountain pen can be filled easily and neatly 
from this bottle inasmuch as the immersion depth of the ink 
At the same time the bottle 
is of a convenient form and attractive. . Considerably im- 
proved in appearance by the screw cap... . Even if handled 
awkwardly, the ink, when the bottle is opened cannot spurt 
out,” 


always remains the same 
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#29 NEW USES FOR OLD 
practice of using empty cans for flower pots still persisis in 
many homes... . So why not, writes E, E. Thune of Kenyon, 
Minnesota, provide a container suitable for packing various 
products and which, at the same time, may be easily converted 
for the above utilitarian purpose? ... Attractively decorated, 
such a container, through its re-use will serve the additional 
purpose of keeping the name of the packer before the buyers, 
thereby constituting an advtantageous means of advertising 
To make his suggestion more effective, Mr. Thune has sub- 
mitted drawings and a description of such a “receptacle” . 
thai’s what the Patent Office called it when they affixed the 
legal seal and gave it number 1778175. . . . The 
containers can be made in any size or shape— 
round, square, oblong, octagon, etc. . . . Either 
friction top or slip-over cover may be used... 
and the container may be made of tin or molded 
plastics... . No end to the products which may 
be packed in this type of container . . . Coffee, 
cocoa, tea, candy, lard syrup, malt, baking pow- 
der, peanut butter, pie fillmgs, pretzels, baked 
goods, soap, cleansers, polishes, paint and tobacco 


.The venerable 


are but a few. 











M, 





#30 CONVENIENCE AND RE-USE. .. Epicureans are fond of variety .. . and like 
everyone else they appreciate convenience ... How many times have you struggled to extract 
your favorite cheese from a round, tightly-packed box? . . . This idea, submitted by P. G. 
Goodspeed of the Boonton Rubber Manufacturing Company, suggests a molded plastic box, the 
bottom section of which is provided with compartments and revolves, Lasy-Susan-like, on its 
base so that each compartment is accessible to those who don’t like reaching. . . . Cakes of the 
same or different varieties of cheese can be packed therein, protruding slightly so that they may 
be easily taken out ... and the cover fits snugly. . . In appearance this box is suitable to any 
table ... and after the contents are used up there are any number of uses to which it may be put. 


#31 JUVENILE APPEAL . . . Whyis it that practically all of the chocolate bars we 
see on news-stands and elsewhere are covered with a brown wrapper, most of the space of which 
is occupied by the manufacturer’s name? ... True, the inner foil wrapper, showing through at 
either end, helps to offset an unappetising effect. . . but, even so, there is lacking that persistent 
urge of the package which should tempt the possible purchaser and cause him to “obey that im- 
pulse”... Color and juvenile appeal, expressed in a package can work wonders. ... We are 
all youngsters at heart... and most of us still believe that that which is good for the kids has 
an exhilarating, or at least a beneficial effect on grown-ups. 
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‘ihe Proof | the Pudding 


READERS WILL RECALL that in the February 
issue appeared an illustrated article “All America 
Twelve” which presented a selection of packages, judged 
as the best and most outstanding of the year. The 
choice was determined in accordance with highest point 
rating based on 27 features, each of which occupies a 
recognized place in a plan for the practical design of a 
package. 

Through the cooperation of the various manufacturers 
of the products contained in the packages selected, Mop- 
ERN PACKAGING is able to present the acceptance ac- 
corded to these packages in sales, together with other 
comments. The information requested in each case was 
as follows: 

“Your package included among selected All-American 
Twelve featured in article February issue stop Please 
advise immediately sales results from this package comma 
if possible making comparison with previous packages 
used stop will also appreciate statement for publica- 
tion outlining opinions of company regarding import- 
ance of package in merchandising—MoperN Pack- 
AGING.” 

Johnston's Tableau. “Is it fresh? What is inside? 
These are the three questions which 
Tableau Chocolates answers 


How much is it? 
every candy buyer asks. 
them immediately, accurately and honestly without any 
initiative on the part of the dealer. And Johnston’s in- 
creased its candy package sales 34 per cent as a result 
of this innovation . . . a package that sells itself by per- 
mitting its contents to be seen. 

“The most important and singular feature of the 
package, of course, is its lack of top. No kind of top 
is furnished, so to display the package is to display the 
candy. A number of semi-visible boxes have been mar- 
keted, but some sort of covering has always been pro- 
vided and the dealer is prone to leave these intact. All 
of which defeats the purpose. However, to complete 
the merchandising plan, the package is enclosed in a 
white container with removal box top bearing a round 
black trade mark seal. This container is tied with a 
white string. Naturally, the dealer will not attempt to 
display the package without first removing the con- 
tainer... but... he retains this container for repack- 
ing the package when sold. This packaging prevents 
any objection that the purchaser might advance toward 
impracticability. 

“Tableau is modern in its appeal and modern in its 
ability to sell itself fast. It tempts the candy buyer 
twice—for a gift, for home consumption. It makes the 
dealer’s job easier and his turnover greater. The smart 
package makes the candy dish unnecessary.” 


52 MODERN PACKAGING 


Woodbury’s Soap. “There were many predictions 
that the radical change in the Woodbury Facial Soap 
package would have an unfavorable consumer reaction, 
but this failed to materialize. Since the adoption of the 
new package the sale of Woodbury’s Facial Soap has 





increased. it is not fair to infer, however, that this is 
due entirely to the new package. Doubtless it is a factor. 
There are obviously a number of elements in any situa- 
tion of this nature, all of which contribute to the suc- 
cess as a whole, and it is difficult to say which is more 
important than the other.” 

Pond’s Tissues. ‘We are well satisfied with the trend 
of our tissue sales and attribute part of the success of 
the product to the package. We regret that we cannot 
furnish you with any more specific information.” 

Nivea Creme. ‘This was the first package used iu the 
United States so that it is impossible for us to compare 
its sales effectiveness with any other design. The prod- 
uct has, of course, been the leading face and hand creme 
of Germany and several other European countries for a 
number of years and in these countries a very simple, 


blue package is used. Aside from the color blue, it has 











absolutely no relationship with our American package 
so again it is difficult to make any sales comparisons. 
“We can only say that Nivea Creme is steadily pro- 
gressing. Each month increases its sales volume and its 
sales territories. We have had some rather remarkable 
sales increases in the last few months which is very 
gratifying in view of the present economic situation. 
“In designing this package, we aimed at two things: 
One, a package that could be easily identified and would 
stand out on a counter or a shelf; two, a package whose 
simplicity would make it simple for the prospective buyer 
to understand its content.” 
Congress Playing Cards. “The package was enthusi- 
astically received by the public. By means of the pack- 
age we were enabled to place the Congress brand above 
all competition and absolutely in a class by itself, which 
was our purpose in adopting this package. Our sales 
were very materially benefited by this package.” 
Gilbert’s Antiseptic. “Our old package having been on 
the market for such a short period of time it is not pos- 
sible for us to submit any definite figures or an intel- 


ligent estimate of comparative sales results based on the 
new and old packages. 

“That the new attractive package has substantial sales 
value is not subject to any question. This is an ethical 
product, sold without advertising, but the attractive pack- 
age is a most decided asset due to the fact that it creates 
a very favorable impression, resulting in our receiving 
comments on its attractiveness, and is worth to us, from 





the standpoint of sales value, many, many times its cost.” 


‘ 


Bon Ami. “Sales of the De Luxe package placed on 
the market only a year ago have not approached the sales 
of Bon Ami in the regular packages on the market forty 
years. De Luxe package sales, however, have more than 
met expectations, and in view of the fact that it is a 25- 
cent package while the old-style powder can is a 15-cent 
package, it is apparent that notwithstanding present con- 
ditions the sale of De Luxe proves that the housewife 
even today is willing to pay for something that is at- 
tractive, modern and more convenient. Independent 
grocers and chains have been very receptive, and already 
excellent retail distribution has been obtained. 

“Besides the direct returns from the sale of De Luxe, 
we feel that the new package as used in our advertising 
has created additional interest in Bon Ami advertising, 
and this alone has been beneficial to the old-style Bon 
Ami as well as the De Luxe; in fact a check-up we made 
in two chains that have been very active in pushing 
De Luxe shows that their sales on the old style package 
also increased.” 

Parker Quink. 
ent sales figures on Quink in its special package with the 
sales of Parker ink which we sold previously, because 
very little merchandising pressure was put behind the 
sale of Parker ink, whereas Quink has been rather ener- 
yant figures, there 


“It is hardly fair to compare our pres- 


getically pushed. However, if you 
has been a sales increase of about 1500 per cent.” 

Norwich Norol Syllium. “Norol Syllium is a new 
package and not one that has been re-designed; there- 
fore, our sales to date would come under the head of 
‘vetting distribution.’ Your magazine is read from cover 
to cover by almost all of the executives here, and we 
would like to have you know that we appreciate the co- 
operation and publicity that you have given us from 
time to time.” 

Maillard’s La Jeunesse. “The design was a radical one 
from the design previously used but it did not produce 
the expected increase in sales.” 

Johnson & Johnson Couette. “As far as the sales re- 
sults go, it will be practically impossible to make any 
comparison inasmuch as we were unable to secure de- 
livery of the boxes in time to offer this item to the 
Christmas trade, for which it was originally designed. 
However, we were able to place several gross in one New 
York outlet and they sold very quickly. Everyone who 
has seen this box has liked it and has been anxious to 
purchase one. In other words, we are convinced that 
had we been able to receive the boxes when they were 
promised, we would have sold a considerable quantity and 
we also feel that any sale that was made would have 
been due primarily to the attractive appearance of the 
Couette container. Theoretically we think this box would 
have been a tremendous success if we could have mer- 
chandised it properly. Inasmuch as this was the first 
sort of container for Couettes we have ever handled, 
it is impossible to compare it with any previous method 
in packaging. (Please turn to page 78) 
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Package Identification 


And P,otection 


By Waldon Fawcett 


THE BEST NEWS of 
the month, perhaps the big- 
gest news of the month, in 
the packaging community is 
not a chronicle of positive ac- 
tion, in the ordinary sense. 
Instead, it is tidings of a 
state of mind—or, to be more 
exact, of a change in a state 
of mind. Furthermore it 
deals not with packages, as 
such, but with trade marks. 
Nevertheless, to the extent 
that the trade mark or pack- 
age-name is the dominant 
feature of the average mod- 
ern package is there cause 
for rejoicing in a current re- 
valuation of the function of 





Beginning with this issue, Waldon 
Fawcett will present each month, 
exclusively to readers of MODERN 
PACKAGING, a symposium of 
news developments relating to 
creation and conservation of pack- 
age individuality. It is believed that 
these items, interpreted in such a 
way as to offer ''the news behind 
the news,'' will constitute a valuable 
chronology and provide practical 
and usable information for users 
and makers of packages. !n an- 
nouncing this new department we 
invite the comments of readers on 
any of the subjects discussed.—- 


to prove the power of a well- 
displayed trade mark to sus- 
tain sales momentum. Grad- 
ually, the U. S. courts have 
been giving comfort, in their 
decisions, to this creative 
power of the package-mark. 
But the judges were, in a 
sense, making their own auth- 
ority for treating the trade 
mark as the chief cultivator 
of good will. The new prin- 
ciple has needed the backing 
of Congress. And, now, Con- 
gress, through its Committee 
on Patents, is moving in the 
direction of liberalism. 
Stung by the general epi- 
demic of “brand bootleg- 





Editor. 


“the trade mark on the pack- 





age.” 


ging,” which has followed 
the counterfeiting of liquor 








This reappraisal concedes 
that matters have now reached a pass where the role of 
the trade mark, or package-borne brand, is not merely 
nor primarily the passive one of identification. Rather, 
is the duty or responsibility of the package-mark the ac- 
tive one of promotion and persuasion. All down the 
years, the conventional definition of a trade mark has 
read “a symbol of good will.” All of a sudden, this tra- 
dition is being overturned and there is set up, in its 
stead, the definition which acknowledges the trade mark 
to be a creator of good will. No longer is the familiar 
trade mark to be regarded as a badge of origin or owner- 
ship. Instead, it is authoritatively (and soon to be, of- 
ficially) accepted as an automatic inspirer of confidence 
in merchandise. 

What gives to the transformation the status of “spot 
news” is the taking of preliminary steps in Congress to 
provide broader protection for trade marks in the new 
concept. Sentimentally, the idea is not new that a trade 
mark is a trade expander, a selling force and a good 
will builder, rather than a simple checking device for 
the verification of purchases. In furtherance of the new 
ideal many a petitioner for relief in the Federal courts, 
these past few years, has submitted statements of his 
expenditures for advertising and his mounting turnover 
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labels, Chairman Sirovich of 
the Patent Committee, has asked Frank I. Schechter, the 
well known trade mark specialist to draft a trade mark 
revision bill which shall replace the Vestal Bill which was 
before the last Congress. Mr. Schechter is the leading 
exponent of the doctrine that “trade depends upon repu- 
tation.” He holds that the average purchaser at retail 
knows little and cares less for the personal or corporate 
identity of the maker of the goods but is actuated solely 
by good will impulses. In other words, it is the package- 
mark that sells the package. Whatever trade mark legis- 
lation is taken up in the 72nd Congress will be predi- 
cated on this theory and will be designed to insure to the 
owner of a good will mark the broadest possible oppor- 
tunities for the natural expansion of his business to other 
related or unrelated lines. 


Packaging Sequel to the Consent Decree 


What will be the effect, in the packaging field, of the 
ultimatum of the U. S. Supreme Court on the Packers’ 
Consent Decree? The question may appear far-fetched 
to those executives who had not realized that there was 
any contact with packaging. But the inquiry is in order, 
because the limitation finally laid upon the large packers 











Filling Machines 
— pepose 


Is your product a perfume or an emul- 
sion—shampoo or shoe polish—insecticide 
or salye—antiseptic or oil—any kind of a 
liquid or semi-liquid? 

Possibly it can be bottled or packaged at 
lower cost than you are doing it now. 

Why not find out? 

Call in a Kiefer engineer. Or send us 
samples of your products. 
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Just a few of Kiefer improved machines 
for this purpose are shown here. Our 
catalogs give details. 








New High Speed Visco 
Filling Machine—for 
semi-liquids 


Automatic Rotary Vacuum 
Filling Machine 

















Hand Vacuum 
Filling Equipment 
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New Cincinnati Tube 
Filler and Closer 








The KARL KIEFER MACHINE Co., Cincinnati, O. 
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—notably the Big Five—sets in motion indirect influ- 
ences extending afar among the small packers of food- 
stuffs. 

As our readers will recall, the Packers Consent De- 
cree is a Court order whereby the large meat packers, 
bowing to a charge of monopoly in restraint of trade, ac- 
cepted a mandate not to engage in the distribution of 
groceries. In due course, the packers tired of their bar- 
gain and sought to have the ban lifted or modified. 
The national organizations of wholesale grocers led a 
bitter resistance. For more than a dozen years the issue 
has been fought, from court to court, until, just lately, 
the court of last resort said the final word holding that 
the packers must stick to their bargain. 

Keen observers of marketing have contended that fear 
of the dominance of the big packers and doubt of ability 
to meet their competitive advantages (especially, the fast 
freight service of refrigerator cars) has kept inactive 
many smaller firms that would like to put out grocery 
specialties, mostly in package form. Particularly have 
the prospective packagers, who must distribute through 
the retailers that handle meat, feared to develop their 
ventures lest the big fellows, if given free hands, would 
bring pressure to bear upon the merchants to place their 
grocery orders with their meat orders. 

In behalf of MopeRN PacKAGING, I put the question 
to William C. Breed, chief counsel for the National 
Wholesale Grocers’ Association. His reply was: “It is 
our contention that the readmission of the defendant 
packers to the wholesale grocery field and the permission 
to them to engage in the manufacture of grocery prod- 
ucts speedily would result in the elimination of the in- 
dependent wholesale grocers and in the curtailment of the 
business of independent manufacturers. Had the de- 
cree been modified the danger of monopoly would have 
been as great as in 1920 and in some respects far greater. 
With the decree sustained and the defendants restrained 
from engaging in the distribution of grocery products, 
the independent wholesaler and retailer have more defi- 
nite views as to their future existence in a field in which 
competition is exceedingly keen. 


Postage Increase Brings Shake-Up of Sampling 


Coming with surprising promptness as a sequel of the 
postage increase voted by Congress in June, is the re- 
examination by many packagers, of their policies of 
The parcel post is not involved in this cur- 
The parcel price 


sampling. 
rent mark-up, taking effect in July. 
list was revised some time since and the effect of the 
raising of the limits on size and weight has been on the 
whole, beneficial to the cause of packaging. It is the 
50 per cent boost in first-class, or letter postage, that is 
causing mail-using packagers to take stock of their prac- 
tices. Subjected to the closest scrutiny is the popular 
device of mailing a sample and a letter under one cover 
by means of the so-called duplex or two-in-one type of 
package. Taking this latest postage rate inflation as 
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just one more evidence of a continuous trend, not a 
tew samplers who have heretofore used the mails are 
planning to transfer all or a large portion of their dis- 
of free packages to the direct distribution 
Fully alive to their opportunities, the dis- 


tribution 
agencies. 
tributors 
in the larger cities, so as to afford selective house-to- 
house or office-to-office distribution and are developing 
the so-called “Ring and Wait” service to the point where 
it reduces to a minimum the risks of sample package 


are perfecting their organizations, especially 


losses. 


Closing In On Slack Packages 


Signaling more emphatically than anything that has 
gone before the Government’s determination to “get” 
the underfilled and deceptive package is the latest police 
move on the part of the U. S. Food and Drug Ad- 
ministration. Unsuccessful in persuading Congress to 
pass the Haugen Bill—the so-called Slack-Filled Con- 
tainer and Deceptive Package Bill which has been be- 
fore the national legislature for more than a decade— 
the enforcement arm of the Department of Agriculture 
has found a loophole pat to its purpose in the McNary- 
Mapes Act which was approved by Congress in July, 
1930, but is only just now coming into its own. 

The primary purpose of the McNary-Mapes amend- 
ment to the Federal Food and Drug Act is to put the 
consuming public on notice regarding canned goods, pre- 
serves, etc., which, though not illegal are of low quality. 
To the end that confessions be made by articles which 
are “good food, but not high grade,” the McNary- 
Mapes Act empowers the Secretary of Agriculture to 
formulate forms of printed labeling for canned goods 
which fall below the official standard. Latterly, this 
authority has been employed to make a flank attack on 
short-filling of packages. The Secretary made a ruling 
that canned food packages must have contents occupying 
90 per cent or more of the volume of the closed con- 
tainer or the units would be considered to be slack-filled. 
Now the regulation has been stiffened to penalize not 
only undue headspace in the package but likewise the 
use of an excessive amount of water, brine, sugar solu- 
tion, or other packing medium. Guilty packages will 
henceforth have to bear the legend “Below U. S. Stand- 
ard, Slack Filled.” 

For the sake of satisfying the curiosity which readers 
of MoperN PacKaGING will naturally feel regarding the 
future course of the Federal censors of packages, I asked 
the head of the Food and Drug Administration whether 
the new powers, developed under the McNary-Mapes 
Act, will be considered an acceptable substitute for a 
special slack-filled container law, long sought from Con- 
gress. In reply, he stated the position of the Depart- 
ment as follows: 

“The application of the McNary-Mapes amendment 
is, of course, limited to food in hermetically sealed con- 
tainers processed by heat, with the exception of meat 








spt. HOW MUCH GOOD VOLUME 
IS LOST BY BAD TUBES? 





we: AT LEAST 14 PERCENT! 


When bad tubes get into customers’ hands, you're 
bound to lose business. Yet how much good volume 
is lost this way has been hard to figure. 

So, to find out how much your tubes have to do 
with sales, the Bureau of Industrial Research ques- 
tioned magazine subscribers as follows: 

“Have you noticed any of the following faults in 
tubes: IIl-fitting caps? Leakage around caps? Enamel 
coming off? Holes in the tube? Cracks? Splits?” 

Nearly 4 out of 5—78% in fact—complained about 
one fault or another, mentioning practically every 
product packed in tubes. And as high as 14% said 
that bad tubes caused changes to other products! 

Bad tubes are a big risk! That’s why we take such 
rigorous precautions in producing Sun tubes. Tested 
material. Precise machines. Science in inspection. 
Sun’s workers, too, are well-trained in their jobs. 


That’s what makes Sun tubes trouble-proof tubes! 

Add to this Sun’s special staff of engineers, who im- 
prove Sun’s methods and invent new machines, and 
you'll see why Sun holds the record for producing 
trouble-proof tubes. No matter what your require- 
ments are—1,000 gross or 100,000 gross per year—Sun 
can produce trouble-proof tubes for you at prices that 
stand comparison. 


+ SUN TUBES. 


“TROUBLE-PROOF” 


SUN TUBE CORPORATION 
HILLSIDE, NEW JERSEY 
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and meat products and milk. It furnishes good con- 
trol of slack filling, either of the type characterized by 
excessive head space or by excessive packing medium, in 
the case of those products coming within the scope of 
the amendment. However, as a matter of fact, by far 
the greatest abuse in slack filling and the use of decep- 
tive packages is in connection with articles of food 
other than those coming within the Mapes amendment 
such as slack-filled packages of alimentary pastes, 
cereals and spices, and deceptively-shaped glass con- 
tainers. Since we now have the opportunity for effec- 
tive control on certain commodities, the need for broaden- 
ing *he power of the law to control such a practice in all 
its ramifications is, in all fairness, more apparent than 


ever.” 


Ornamental Packages Not Assured Exemption 


With the above evidence that the executive branch of 
the Government is yet bent on obtaining a special law 
10 outlaw all exaggerating packages, | went to Con- 
gressman Haugen for light on the Congressional situa- 
tion. The veteran sponsor of package reform legis- 
lation is none too sanguine of action on his bill by this 
Congress. 

The most illuminating result of the interview came in 
the disclosure that the author of the Haugen Bill has 
not yet been won to acceptance of the proposed amend- 
ment which would grant immunity to decorative orna- 
mental packages and irregular-shaped containers. Ex- 
emption is sought for fanciful packages by the National 
Confectioners Association and other organizations, the 
members of which would like to be assured reasonable 
latitude in the use of trays, padding, fillers, false bot- 
toms, etc., in the preparation of their gift packages. Rep- 
resentative Haugen indicated that consideration would 
be given to the proposed concession condoning package 
embellishment, if, and when, there is a shown-down on 
the bill. But he would not say that he has been con- 
verted to the compromise. 


Designers Join the Drive for Protection 


For packagers who long to have the benefit of better 
protection for their package designs against imitation 
or infringement, quite the most heartening development 
of the period is the concerted action by professional de- 
signers serving all the art industries to support the de- 
mands of the manufacturers who ask shelter from de- 
sign piracy. Individual designers and small groups of 
designers have backed up design-user on specific oc- 
casions. As, for example, when a committee of Congress 
took testimony on the need for inauguration of a system 
of design copyright. But the full strength of the “de- 
signer vote” has not heretofore been called out. Prin- 
cipally, it appears, because, until lately, the designers 
have never been organized in a manner to permit them 
to throw the mass weight of their influence in behalf of 
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more adequate legal recognition for designs as “indus- 
trial property.” 

A start was made, a year or two ago, in consolidation 
of influence when the League for the Suppression of De- 
sign Piracy, and its successor, the Design Protective 
Association, enlisted the cooperation of the groups of 
staff and free lance designers serving particular indus- 


tries such as the jewelry and toy trades. It has re- 
mained, however, for the present season to produce the 
longest forward step in design defense at the primary 
source. The new departure comes of the formation of 
the Textile Designers Guild of America with a member- 
ship of more than 350 textile designers. 

lf we are to concentrate on a narrow vision of package 
design protective necessities, we will admit that the only 
direct contact of textile designers with packagers is in 
their contribution of the fabric designs that appear on art 
packages. But, by and large, packagers are concerned in 
everything which develops a public conscience and an of- 
ficial conscience in respect to design equities and preroga- 
tives. And the Textile Designers Guild promises help 
in that cause. Particularly significant for buyers of 
original designs is the avowed purpose to elevate the 
standard of American designers and strive for “the 
eventual evolution and production of a recognized Ameri- 
can style.” 

Coincident to this new venture are other gestures elo- 
quent of better days to come in American designing. A 
case in point is the formation of the National Alliance 
of Art and Industry which takes over and expands the 
activities of the Art Center in New York and which 
will muster “industrial members” as well as “professional 
members.” To the same end, emerges the new body 
known as the American Union of Decorative Artists and 
Craftsmen. It only remains now for the Package De- 
signers to form their own union and take on their spec- 
ialized share of the “missionary work.” 


q 


John W. Goetz, for twelve years assistant to the 
president of the National Industrial Conference Board, 
has been appointed managing director of the American 
Management Association, to succeed W. J. Donald. 

Mr. Donald will continue his active interest in the 
work of the American Management Association as its 
vice-president in charge of conferences and programs, 
and also as vice-chairman of a newly formed packaging 
exposition council of the association. 


g 


The third annual packaging conference and exposi- 
tion is to be held for four days commencing March 7, 
1933, at the Hotel Pennsylvania, New York City, ac- 
cording to a recent announcement by Irwin D. Wolf, 
chairman of the packaging exposition council of the 
American Management Association. Headquarters of 
the exposition are at 225 West 34th St., New York City, 
with Roberts Everett Associates acting as exposition 


management. 











One of the 
Nation's Largest 
Selling Coffees 

with an AMBER 
GLASSINE lined 
bag for flavor 
retention and coffee 
oil resistance 


WAXED 
DIAMOND 
wrapped tor 
moisture protection, 
transparency and 


ov 


economy. oe 





CELOWAX 
LINED for 
high moisture 
protection 


at low cost 


RIEGELITE 
WRAPPED for 
high moisture 
protection, 

high transparency 
and tremendous 


savings 





RIEGEL PAPER 


FOR EVERY PACKAGING NEED 


The Riegel Mills make the widest variety of packaging 


papers in the country. In addition to Embossed, Plain, Waxed 
and Printed Glassines—Greaseproof—Waxed Sulphite and 


prices are designed for substantial savings. 


Imitation Parchment—an endless chain of special papers are 
made to fit the specific needs of individual manufacturers. 


What does your product require? Moisture resistance, mois- 
ture retention, grease resistance, economical transparency, a 
self-sealing wrapper, a wrapper that will not dry out and 
crack? Whatever the requirement, there is a Riegel Paper 
adapted to your needs, or we can make one for you. Our 
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RIEGEL PAPER CORPORATION 


342 Madison Avenue, New York, N. Y. 
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Fach Patkage a Show Window 


By Edward Thompson 





THE PACKER of foods—provided those foods are 
such as can be presented in a form which possess appetite 
appeal—has at his disposal an opportunity to obtain for 
his products one of the strongest arguments for their 
sale. It may be said that the effectiveness of this oppor- 
tunity, as evidenced in sales, is relatively proportional to 
the utilization of or manner in which the prescribed con- 
ditions are carried out. 

We do not ask the shop keeper if he values the space 
in his store window, for we know, instinctively, that he 
does. If he is progressive, he appreciates its full value 
and uses every effort to obtain its greatest effectiveness. 
He spends, economically of course, all that he can for 
service and fixtures and strives in every way to attract 
the interest of possible purchasers in the goods displayed. 
With this initial effort successful, he can then also hope 
to attract attention to other goods displayed within the 
store. 

Similarly, the glass package performs a like function— 
that of presenting a product so that it may be visualized 
—it provides a show window so that all who pass may 
see. But here also, if the most is not made of fixtures 
and arrangement, there is a consequent falling off in the 
results obtained, and the opportunity which lies within 
the grasp of those who can so pack their products is lost, 
or at least handicapped. 
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Photo by Rehnquist 


Comparable to the fixtures and arrangement of a show 
window, we have, in a glass package, the elements of size 
and shape as applied to the container; size, shape, color 
and decoration as applied to the other adjuncts of the 
packages, such as label and closure. The effectiveness 
created by this assembly depends on the good taste and 
practicability used in the selection of each element and 
its ability to harmonize with the others. There is a fur- 
ther and important consideration which also must be 
taken into account, if we are to draw a complete com- 
parison—that of the arrangement of the contained prod- 
uct. Here, again, the same rules of harmony and selec- 
tivity should apply. 

An interesting group of glass packages which exem- 
plify the advantages stated in the foregoing paragraphs 
are shown in the accompanying illustration—products of 
the Weideman Company of Cleveland, Ohio. Widely 
known as packers of an extensive group of food prod- 
ucts, this company enjoys the enviable reputation of 
being one of the largest distributors of olives. 

To many, an olive may be just an olive—it may take 
its place on the table in several forms: chopped, plain 
or stuffed. But from the Weideman Company, and 
others who give a thought to the value of display, olives 
receive more than passing attention, and this considera- 


tion is the means of adding (Please turn to page 78) 











Style and Individuality 
for your package 


LEATHERTONE 


Hand-tooled leather, fabricated into boxes of various kinds, 
invests them with a charm and appeal that few can resist. 


The delightful effects hitherto obtainable only with hand- 
tooled leather may now be had with Leathertone—and at 
unusually moderate prices. 


Leathertone Boxes are being successfully used in the mer- 
chandising of many products. 


Let us show you what an attractive setting they will make 
for your product. Send us one of your present packages, 
and we will return it properly packaged in a Leathertone 
Box. 





1825 EAST | 8th STREET 


INCORPORATED 


CLEVELAND, O. 


Creators and Manufacturers of Leathertone Products 
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New Eversharp Gift Box 


A new style idea in pen and pencil packaging has 
been introduced to further enhance the beauty of the new 
Eversharp Doric designed pen and pencil, of the Wahl 
Company, Chicago. 

Black phenol resinoid was chosen for the smart modern 
base of the box, a radical departure in pen and pencil 





package design. A small gold fabricoid covered pad 
holds the pen and pencil securely in the grooves of the 
base, and effectively brings out the color of the mer- 
chandise. It also accentuates the richness of the base. 
By simply removing the small gold pad the purchaser 
has a neat and compact desk tray which will conveniently 
serve either to hold his pipe, cigar or cigarette, or as a 





container for paper clips and pins or to hold pencils. 

The cover and base of this unique gift box were de- 
signed by the Ianelii Studio. The base was cast by the 
Chicago Molded Products Company, and the cover and 
pad were made by the Dennison Company. 

The cover is designed with tasteful simplicity. Printed 
in gold and black on a cream colored stock, it presents an 
air of richness which effectively displays the varied colors 


Several interesting 
window and counter 
displays, showing the 
utility of the new 
package for Ever- 
sharp Daric pens and 
pencils, are available 
to the dealer by simply 
arranging the box ina 
number of ways 


of the merchandise. The gold, black and cream design 
of the cover was planned to unify the ensemble when the 
cover is removed from the box and placed in back. 

Aside from the smart appearance, the new box pre- 
sents unusual opportunities to the dealer in displaying 
the merchandise. Any number of different arrangements 
can be made with the cover and the base. 





Glorifying Hand Soap 

Through the adoption of a new package, Thayer 
Perfume Limited of Toronto, Canada, has been able to 
extend the merchandising outlets for its product Kwick 
Klenzer, thereby creating greater sales. This product— 
a hand soap—is now being sold in department stores, 
drug stores and elsewhere and has, by means of its new 
dress, been placed in the class of cosmetics. 

Several features are evident, and these distinguish the 
package from those ordinarily found in containers used 
for similar products. The contents are easily removed 
for it is not difficult to get the fingers in the glass jar 
regardless of the level of the contents. No trouble is 
encountered in the removal of the screw-top cap, even 
if the hands are wet. The green color of the label and 
cap top blend with that of the soap and affords an ap- 
pearance of cleanliness quite in keeping with the product. 
Likewise, it may be said that that the lettering used for 
the brand name is descriptive and effective. The cover 
used is an Anchor C T cap. 
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Easy to open 
and of dis- 
tinctive ap- 
pearance, 
this new 
package for 
hand soap 
is winning 
approbation 











“SILENCE IS GOLDEN!” 














This proverb applies in your packaging room 
to both workers and machines. To your work- 
ers SILENCE assures calmer nerves; more 
contentment; higher efficiency. In machines 
it means better work; more economical oper- 





ation; longer productive life. 














——— In a cartoning machine especially, noisy oper- 








ation means over-speeding, rapid wear and 








CONSTANT 
MOTION 


and 


MULTIPLE 
INSERTING 
make 
economical. 
high-class. 
rapid 
packaging 


possible ! 





— inaccurate, poor packaging. It’s a harbinger 
of an early breakdown . . . delays . . . ex- 


penses! 


In the good times coming you may want to jump production 
from 75 to 150 cartons a minute. The Constant Motion Car- 
toner will let you do it in 10 minutes—merely by changing 
gears—at no extra cost whatever! 


Using any other cartoning machine, before you could increase 
production you would have to increase your equipment—at a 
great cost of time... money... labor! 


Be prepared to increase production without expense 
or delay with the 


MULTIPLE-INSERTING 


GONSTANT MOTION 
GARTONER 


The Only Silent Cartoning Machine 


EET MRR: 
R. A. JONES & GOMPANY, ING. 


P. O. BOX 485 CINGINNATI, OHIO 
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‘| McCORMICK'S 





PURE 


VANILLA 


EXTRACT 





2 Fi. Ors. 
59 Mis 


HIGHEST QUALITY 
ORMICK & Cf PURE 
Me Coacrunine chen VANILLA 


BALTIMORE, i EXTRACT 


McCORMICK & CO., 
BALTIMORE, MD. U.S.A. 








Improved Extract Packages 

At least two of the flavoring extract manufacturers 
have changed their packages, breaking away from the 
panel-shaped bottles—used for so many years—which 
toppled so easily that housewives complained. 

Besides the change in the shape of the bottle Burnett 
makes use of amber colored glass which excludes the 
ultra-violet rays and is said to keep the full strength of 


An unusual human-interest display 
in which the entire variety of soups 
is illustrated in the center unit. 
Note in the illustration that the re- 
production of the center panel 1S SO 
finely done that it is difficult to tell 
them from the actual jars. Created 
by the Einson-Freeman Company 
for Harold H. Clapp, Inc. 


STRAINED | FRUITS 
# Vari ieti ies 
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2 FLUID OUNCES NE; 

















BURNETT'S 


PURE EXTRACT 


VANILLA 


2 FLUID 
OUNCES NET 
ALCOHOL 35 PER CENT 


JoseeH Burnett Co, 
BOSTON, MASS., U.S.A. 
















the extract. Label and carton designs have also been 
changed so that they present a simplified, yet pleasing 
appearance, and maintain an identity with that of the 
former packages. 

McCormick’s Bee Brand has adopted a slightly taper- 
ing bottle which is provided with “finger holds” on each 
side to prevent slipping. The new screw cap is easier to 
open. Cartons and labels have been simplified and pre- 
sent a cleaner, neater appearance. 


STRAINED 
VEGETASLES oe. 


BABY SOUPS 
m STRAINED VEGETABLES 
reat AND FRUITS 
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4800 orders - we 


; Mr. L, J. Engel, 
in two weeks | fbSStim: =. 
Starr & Borden Avenues, 

L Island City, N. Y. 
"To date, only two weeks after the announce- naiinnagncilitig 
ment of the Johnson & Johnson Merchandis- 
ing Units, we have received orders for over 


Dear Mr. Engel: 


H 4 I thought possibly you might be interested in hearing that 
forty-eight hundred of these Merchandisers. the trade aaah to the negcroreggcnahn which 7” in 
i i i da printed for us has been most satisfactory. onestly 

Such enthusiastic cooperation on the part of Zeek’ thas the merchandising princivles which originated 
the drug trade is proof to us that the idea with Johnson & Johnson and developed in a tangible form 

° ° by yourself opens up an entirely new field of merchandising 
was excellent and the mechanical assistance for the modern druggist. 
offered by Einson Freeman was much appre- To date, only two weeks after the announcement of the 
ciated #0 Johnson & Johnson Merchendising Units we have received orders 


for over forty-eight hundred of these Merchandisers. Such 
enthusiastic cooperation on the part of the drug trade is 
proof to us that the idea was excellent and the mechanical 
essistance offered by Einson Freeman was much appreciated. 













Yours very truly, 
JOHNSON & JOHNSON 

Director, Red Cross Products Division. 
RED CROSS 
COTTON 
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megaman 


Specializing 
mW indow and 
store display 
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EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


OFFICES AND MANUFACTURING PLANT 
STARR & BORDEN AVENUES, LONG ISLAND CITY, N. Y. 
NEW ENGLAND OFFICE - 302 PARK SO. BLDG., BOSTON, MASS. 
WESTERN OFFICE - WRIGLEY BLDG., CHICAGO, ILL. 


Inventors and Manufacturers of the Einson-Freeman Patented Double Tier Container . 
-icensee for Canada - - - Somerville Paper Boxes, Ltd., London, Ontario, Canada a 
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Among; Package Suppliers 


Through an error in proof-reading, it was inad- 
vertently stated in the June issue that J. W. MclIves has 
been appointed executive vice-president of the Forbes 
Lithograph Company. The name of the gentleman is 


Mcl ver. 


Cincinnati Mailing Device Company, manufac- 
turers of Cin-Made fibre containers, mailing tubes and 
paper cores, have appointed O’Brien & Company, 2694 
University Ave., St. Paul, Minnesota, to represent its 
products in western Minnesota, Wisconsin and North 
and South Dakota. 


A. H. Massey and Ray H. Boaz are, respectively, 
general works manager and sales manager of the molded 
products division of the Columbia Phonograph Company, 
Bridgeport, Conn. This company is now specializing in 
package design and manufacture and has provided the 
necessary facilities and equipment at its Bridgeport plant 


for carrying on that work. 





A. H. Massey 


A. B. Avery has been appointed as eastern sales man- 
ager for the Williams Sealing Corporation, Decatur, III. 
Mr. Avery was formerly connected with the Midstates 
Steel & Wire Corporation in an executive sales capacity. 
He assumed his present duties on June 1, taking charge 
of the company’s office at 25 West 44th Street. 


Associated Package Designers has recently been 
formed, with offices at 36 North Clark St., Chicago, III. 
The personnel of this company includes a group of 
specialists who are experienced in packaging research, 
merchandising counsel and package design. The com- 
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Ray H. Boaz 





pany is affiliated with the Container Corporation of 
America. A. R. Brooks is art director. 

Thomas E. Hollingsworth, formerly in charge of the 
Syracuse office for River Raisin Paper Company, is tak- 
ing over the Chicago office, succeeding W. A. Rahfield, 
resigned. He will be assisted by George W. Holland, 
formerly in charge of the order division of the corru- 
gated department at the main office in Monroe. J. M. 
3irks, formerly associated with Mr. Hollingsworth, is 
being placed in charge of the Syracuse office. The Chi- 
cago office is located at 208 West Washington St., and 
the Syracuse office at 167 Fage Ave. 


Inauguration of four six-hour daily shifts on a 
seven-day basis in each of fourteen plants of the Owens- 
Illinois Glass Company, providing employment to 2,- 
000 additional workers, is announced by William E. 
Levis, president. This new policy is being put into 
effect immediately and will bring the total factory per- 





A. B. Avery 


sonnel of the company to 8,000 workers, which Mr. 
Levis declares, is normal. The company’s plants have 
been working on a 24-hour a day schedule which has 
heretofore been divided into three eight-hour shifts. The 
new program will divide the day into four six-hour 
shifts, making room for a complete additional shift, in 
accordance with the trend of operating demands. 


The first national exhibition of motion merchandis- 
ing devices was held during last month on the eleventh 
floor of the McGraw-Hill Building, 330 West 42nd St., 
New York City, being sponsored by the Mergenthaler 
Thirty (Continued on page 80) 


Linotype Company. 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


New Machine Wraps Tapered Containers 


A new wrapping machine has just been developed by 
the Johnson Automatic Sealer Company, Ltd., Battle 
Creek, Mich., for wrapping the Cadillac style or tapered 
pail type of ice cream carton. The wrapping of the 
tapered pail style of carton in waxed paper has formerly 
been done entirely by hand because the development of 
an automatic machine for handling a tapered pail has 
been a difficult problem. 

Wrapping machines for handling rectangular, oval and 
hexagon types of cartons are prevalent in the American 
market, but the handling of the tapered pail has not been 
attempted due to the difficulty in properly folding the 


paper around the tapered sides. 
The wax wrapping of ice cream cartons has lately 
proven popular as it has been found that wax wrapping 





the cartons preserves the coolness of the package longer 
than the unwrapped package and also provides a more 
sanitary method of distribution for the individual ice 
cream carton. 

Wrapping a package with a tapered side presents quite 
a difficult operation, and as far as can be determined this 
machine is the only one that has been developed for 
handling a carton not rectangular or hexagonal in shape. 
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The patented rotary folders which are illustrated in 
the close-up view showing the folding mechanism, enable 
the making of the folds on the tapered side of the pail. 
The machine itself is completely automatic and requires 
one operator who feeds the cartons to be wrapped on the 
intake chain of the wrapping machine and removes the 
wrapped cartons from the delivery board. 

The operation of the machine after the carton is set 
on the intake chain is completely automatic and embodies 
the following operations: Feeds the carton into position 
for being wrapped ; feeds in, cuts off and locates a sheet 
of waxed paper around the carton; feeds in and locates 
a flavor or price tab on the top of the carton; folds the 
paper and the tab around the carton; seals, cools and 
delivers the wrapped carton to the delivery board for easy 
removal from the wrapping machine. 


Model C. W. wrapping machine with inserting device 
for Cadillac style ice cream package. Left: Close up of 
the folding mechanism 


The speed of the machine is said to be approximately 
30 completely wrapped cartons per minute, and it oc- 
cupies a floor space of only twelve feet by four and one- 
half. The inserting mechanism for placing the tab indi- 
cating the flavor, the price or other pertinent data of this 
nature also comes as standard equipment on the machine 
and is an interesting feature where different flavors are 


being wrapped. With this device the same carton may 




















The ELECTRIC EYE cuts 
your printed Cellophane 
costs 10% to 25% -+> 


and locates the printed design 
correctly on the package 


wrapping machine th 


actually 


The printed transparent wrapper— 
Cellophane, glassine, waxed paper, etc.— 
has many decided sales advantages. But its 
use has been greatly restricted because, until 
recently, no wrapping machine could cor- 
rectly locate the printed design on the 
package. Hand-wrapping is, of course, too 
expensive for most products. 

To meet this condition, we designed a 
wrapping machine with an “electric eye” 
(photo-electric cell). This electric eye “watches” 
the design on the wrapping material as it is fed 
from the roll, and controls the machine so that 
the design is accurately located on each package 
—as shown on the Planter’s Peanut Bar above. 

This improvement opens up new opportunities 
for many products. 

Goods that are being wrapped in printed paper 
wrappers can now be wrapped in printed trans- 
parent wrappers instead, thus securing equally 
effective name display plus the important sales 
advantage of transparency. 






If a plain transparent wrapper is already being 
used over a printed wrapper, it may be advisable to 
replace the double wrapping with a single printed 
transparent wrapper—a worth-while saving. 


Important Savings over Hand Wrapping 

Where printed transparent wrappers are being 
put on by hand, our machines effect substantial 
savings in labor cost. There is also a large saving 
in material costs—Cellophane in roll form, as used 
on our machines, costs 10% to 25% less than when 
supplied in sheets, as used for hand wrapping. In 
some cases the saving on material alone will pay 
for the machine in 6 months. 


Write for information 
This is only one of many types of packages which 
our machines produce. No matter what your par- 
ticular packaging requirements may be, get in 
touch with us. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


New York Chicago 
London: Baker-Perkins, Ltd. 


Los Angeles 





EMA 


Over 200 Million Packages per day are wrapped on our Machines 


NX BY. 
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be used but a tab indicating the flavor is placed on the 
top of the carton without any additional hand labor and 
while the package is being wrapped by the machine. 

One fold is made on the narrow bottom panel of the 
carton and two folds are-made on the tapered side as 
shown in the close-up view of the folding operation. 
With the use of waxed paper an air tight, hermetically 
sealed package is obtained by heat sealing the paper and 
later cooling it, so that the folds are set after the paraffine 
in the waxed paper has fused, and this type of wrapping 
by keeping the air away from the ice cream permits the 
cream to remain cooler much longer than it does without 


the wrapper. 


Semi-Automatic Wrapping Machine 

Originally introduced and utilized in the bakery field 
for bread wrapping, the Miller Model *M” semi-auto- 
matic wrapping machine is attracting attention, and a 
demand in other industries, for carton and package wrap- 
ping. In a new model facilities are provided for heat 
sealing transparent cellulose, such as Sylphrap. 

In the operating of wrapping as carried on by means 
of the machine shown in the illustration, the following 
movements are performed manually and by the machine. 





The loaf of bread is laid, bottom up on the wrapper ; the 
front edge of the wrapper is carried over to the edge of 
the loaf; the loaf rolled over to the bottom edge. With 
the wrapper held around the leaf, by hand, it is placed in 
position in the machine where vertical folding fingers 
make the bottom fold, and the operator is then free to 
repeat his operations. From this point, folding, sealing 
and ejecting the loaf is automatic. 

These operations are performed in less than three sec- 
_onds, offering a capacity of between 800 and 1,000 loaves 


70 MODERN PACKAGING 


per hour, depending on the skill of the operator. Loaves 
may be from 5 in. to 17 in. in length and from 1 in. to 
6 in. in height. The machine occupies a floor space of 
52 in. x 70 in. open and 27 in. x 54 in. closed. Shipping 
weight is 375 Ibs. It is stated that the machine makes 
possible the use of a smaller wrapper. The machine is 
designed and made by the Miller Manufacturing Com- 
pany, Grand Rapids, Mich. American Steel Chase Com- 
pany, 122 Centre St., New York City, is exclusive East- 
ern agent for this equipment. 


New Sheet-Cutting Appliance for 
Wrapping Materials 


A machine for cutting transparent cellulose and simi- 
lar wrapping materials from a roll is shown in an ac- 
companying illustration. By means of this machine the 
packager of irregular shaped objects, who, because of the 
nature and shape of his product finds it difficult to obtain 
a wrapping machine, may expedite his production and 
also effect a saving in the cost of his wrapping material, 
since buying transparent cellulose in a roll is less ex- 
pensive than buying it in sheets. 


The machine can be made to cut sheets up to 24-in. 


Model M > semi-auto- 
matic machine which 
folds, scals and ejects 
wrapped loaves at the 
rate of 800 to 1,000 


per hour 


w.de and almost any length of sheet. As the material 
passes into the machine a strip of adhesive is applied to 
the edge. By means of a cam there is a gap created in 
the gum strip whereby the cutting knife may function 
without gum or adhesive coming in contact therewith. 
After the sheet is cut it is deposited on a conveyor, 
either one which the customer now has or a specia! con- 
veyor which may be made as a part of the machine. The 
conveyor brings the cut and gummed sheet within reach 
of the operator who then places the obiect to be wrapped 
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ET'S discuss this package prob- 
lem which today is so important 
from the standpoint of consumer 
appeal. The advertising effective- 
ness of containers should have your 
constant consideration. Our facili- 


ties are at your service. 





KARL VOSS 
CORPORATION 


HOBOKEN NEW JERSEY 

















Modern Equipment For Modern Packaging Problems ! 


| EMBOSSING _ PRINTING 
_ PASTING *« COMBINING 


One to Sixteen Color Surface 
Printing Machine 








Waldron “Centennial” Emboss- 
ing Machine 


all designed by 
WALDRON Waldron Pasting and Combining Machine 


There is a distinct advantage gained by utilizing Waldron equipment at all 
stages of the paper converting process. Waldron machines are developed 
to combine maximum output and minimum operating expense. Efficient, 
economical production of better finished products is a characteristic of Wal- 


Discuss your problem or 

: plans witl engineers, in 

dron equipped plants. ee eee ee Seen 
confidence. 


JOHN WALDRON CORPORATION 


MAIN OFFICE AND WORKS, NEW’ BRUNSWICK, N. J. 
CHICAGO, ILL. NEW YORK PORTLAND, ORE. 
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Sheet-cutting appliance for wrapping materials 


upon the sheet and folds it, using the adhesive that is on 
the sheet for closing without the lost motion of picking 
up a brush or other applicator. The work table may be 
made in any length to suit the user. 

The roll material is mounted on ball bearings for ease 
in operation and to reduce the mechanical drag which 
ordinarily tends to vary the sheet length. Sheets, it is 
claimed, may be cut to lengths uniformly accurate. The 
cutting knife is quite new in principle, consisting of two 
members scissors-like in action. These blades are so 
mounted that one blade yields to the other, thus taking 
care of any irregularities in the blades caused by heat 
treatment in manufacture. 

Changes in paper length may be obtained by the use 
of change gears mounted on the side of the machine. 
Gears for additional lengths are said to be quite inex- 
pensive. If desired, two rolls of wrapping material may 
be cut at one and the same time so a group of operators 
on either side of the table can be supplied with cut and 
gummed sheets. 

The designer advises that printed rolls may be used 
and a registry correcting device added to keep the cut in 


proper relation to the printed matter. For some wrap- 








pers a printing attachment can be furnished, thus giving 
the user a printed, cut and gummed sheet from a roll, 
placed right before the operator and ready to wrap the 
article. In addition to the saving on cost of material it 
may be seen that when the operator does not have to 
vary the motion to pick up a sheet or a brush that con- 
siderably higher efficiency may be obtained on hand- 
wrapped articles. 

The designer is George A. Swartz, until recently con- 
nected with the E. D. Anderson Co., and the machine 
was fabricated by Scale and Machinery, Inc., 591 Hudson 
New York City. 


Clear Vision Containers 
Clear vision cans, spiral wound 
either paper cap or metal ends, are announced by The 
Cleveland Container Company, 10421 Berea Road, Cleve- 
Made of a moisture-proof and transparent 


and provided with 


land, Ohio. 
composition these cans are strong, tough and durable and 
offer great possibilities for use with products dependent 





Spiral wound transparent containers 


on eye appeal for sales. They can be obtained in any 
size from ¥4-in. to 5-in. in diameter and in any length 
desired. The accompanying illustration shows three of 


these new containers. 


Phoenix-Hermetic Company has changed its cor- 
porate name to Phoenix Metal Cap Co., Inc. This change 
was made solely for the purpose of indicating the exact 
product which the company manufactures and the field 
it serves. 


id a) Bb tis. A ibinvtle Wb . 
me idat aia? aida a ates 
secon 


ee he 


Display of glass containers exhibited during a recent meeting of sales representatives of the Owens-Illinois Glass 
Company at Toledo, Ohio 
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New Stationery Items 


Among the many new and striking numbers recently 
introduced by the Western Tablet and Stationery Co., St. 
Joseph, Mo., is the Revelation assortment of social sta- 
tionery shown at the right of the accompanying illustra- 


This assortment is comprised of three boxes, each 


tion. 





made in a different style and covered with decorative 
paper of attractive patterns. 

As utility items, these novel boxes of stationery will 
make a decided appeal. The traveling package with the 
desk pad and red feather pen is covered with black and 
gold paper; the package at the right cov- 
ered with a floral number in pastel shades 
has two compartments and has a re-use 
value to the consumer as a memorandum or 
bill file. The box in the foreground can 
be used for any number of purposes and 
is covered with a silver and creamy white 
paper. Each contains 24 sheets of paper 
with envelopes to match and are wrapped 
in transparent cellulose. 

Another novel package this company is 
featuring is called the Travel Trunk, shown 
at the left of the accompanying illustration. 
This is made of heavy board with a hinged 
cover and is carried out in green and yellow. 
The box carries in its design the conventional 
trunk locks, hinges, labels, etc., and is dis- 
tributed three boxes to a unit, each contain- 
ing a different stationery finish. 








DEVELOP 
NEW MARKETS 


Machine Made 


HEART 


SHAPES 
PLAIN—INSET—PADDED 


Priced to allow their use for 


all kinds of 
CONFECTIONERY 
and 
BAKERY 
PRODUCTS 


LEBANON PAPER Box Co. 


Lebanon, Pa. 


New York Office, 51 Madison Ave. 
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Camay in New Dress 


This particular design was the one chosen for “The 
Soap of Beautiful Women.” In the selection of the new 
hundred individual de- 


Finally 


Camay package, more than one 


signs in countless color schemes were considered. 





sixty-three different design wrappers were produced and 
the soap actually packaged in them. The upper back- 
ground is a light green, the lower is a light lemon yellow. 
Black and white are as shown. The entire is wrapped 
in transparent cellulose, and on the back of the package. 


printed, are the directions. 


Brings a Staple Out in the Open 


To bring extracts out in the open, the Price Flavor- | 
ing Extract Company, Chicago, has adopted the counter | 


and window display stand shown in the accompanying 
illustration. 

The large size package of Price’s 
The new bottle is now more modern 


Vanilla has recently 
been redesigned. 
in style and is sealed with a metal screw cap’. 


1Phoenix-Hermetic Company. 


r 


a 














_COMPLETE PACKAGING SERVICE 


Packers everywhere are using Cin-Made’s complete 
packaging service. It includes the development of an 
appropriate container — the creation and printing of a 
distinctively designed label — and delivery of an attractive 
container, ready to use. From’ a diversity of styles, sizes 
and colors — either with paper or metal ends — there is a 
Cin-Made Cylindrical Fibre Container for your individual 
requirement. Let us show, you what we can do for you. 
There is no obligation, of course — that’s understood. 





THE CINCINNATI MAILING DEVICE COMPANY 
297 EGGLESTON AVE. » ~~» CINCINNATI, OHIO 


JEWEL TEA COMPANY re- 
ports: "Your No. 53 is the 
only glue we have found that 
can be used on all our seal- 
ing machines. We use it on 
our coffee line with top-and- 
bottom sealer, a tight-wrap- 
per, and a case-sealing ma- 
| chine. We would also like to 
| comment on the uniformity 
| of your glue." 








| Three purposes served by a single glue—that is practical standardiza- 
| tion which simplifies handling and saves storage space. 


| Williamson Cold Odorless Aileen 


| are nationally used for carton sealing, tube winding, tight wrapping, 


a bag making—also for sealing and 
nr af labeling Cellophane, Sylphrap, 
FATA gh L ast tS Kodapack, Protectoid and other 
eee modern wraps. Write for folder. 
No. I. Industrial Adhesives. 


No.2. Cellophane Adhesives. 
No. 3. Sylphrap Adhesives. 


WILLIAMSON 
GLUE AND GUA WORKS 
2320 W. 18th St., Chicago, Ill: 
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their 
attention- 








WS313. Collapsible 
Counter and Win- 
dow Display Rack 


FIRST STEP 
iN 


SELLIN Gye 









Of many ways to call at- 
tention to your product, the 
most direct and economical 
is attractive display at the 
point of sale. This removes 
the "lag" from selling. The 
circuit of eye - to - mind - to - 
pocketbook is closed in an in- 
stant . . . Over a hundred 
stock designs of Union Dis- 
play Racks of wire are avail- 
able at a nominal cost. 
Whether your product is 
bottled, boxed, or bulk you 
will find a Union Rack sells it 
faster. Send the coupon for 
bulletin illustrating many de- 
signs. 


WS328. Collapsible Canned 
Goods Floor Display Rack 


UNION STEEL PRODUCTS COMPANY 


52! Berrien Street Albion, Mich. 


Collapsible Wire 


UNION opisptay Racks 
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An Important Change in Cereal Carton 

A new Rice Krispies package is on the grocer’s 
shelf. Inside the package, protected completely by the 
patented Kellogg Waxtite inner-seal bag, are the same 
popular, crisp and nourishing bubbles of ready-to-eat rice 
cereal, but the container itself has been almost com- 
pletely re-designed. 

Strikingly neat and artistic in its appeal to the eye, the 
new carton is attracting widespread attention as repre- 
senting the most advanced ideas in modern packaging. 

The improvement this carton represents for products 
of this type is a step which the consumer public has been 
awaiting for some time. The problem of keeping the 
product free from all dust and foreign matter once the 
package was opened, constituted a serious one. The 
necessity for cutting or tearing the top now has been 


The new 
“Easy-open” 
Kellog’s 
Rice Krisp- 
ies package 





eliminated. The hinged, “easy open” top merely requires 
a slight pressure of the thumbs along the perforated 
lines of the front and sides of the package, so that even 
children now may safely open their own boxes of Rice 
Krispies. This exposes the Waxtite bag which, sealed 
top and bottom, keeps them fresh and clean. 

The design of the new package retains only the well- 
known Kellogg colors—dark green, red and light green— 
and in modified script the familiar “Kellogg’s” signature 
which has become an international symbol for quality. 

Selected by a jury of more than three thousand repre- 
sentative women from among twenty-five different new 
designs, the winning package and an alternative design 
were then submitted to sales tests on the shelves of 
eighteen self-service stores in three middle-western cities. 

An attractive shipping case, in harmony with the de- 
sign of the package, also has won much favorable com- 
ment for its neat appearance, sturdy construction and 
ease of handling. 














Now! Bulk Surrenders to Beauty... 


80% LIGHTER THAN GLASS,—-BUT UNBREAKABLE! 
AS TRANSPARENT AS GLASS,—AND COLORFUL! 


VIALS ; BOTTLES 
JARS HT ycoloid TUBES 








For sheer beauty in containers,—beauty that will outdo 
and outlive brittle glass, there is nothing to compare 
with Hycoloids. They sidestep the high premium of 
colored glass, and give you every shade of any color, 
transparent or opaque. 


Seamless, odorless and unbreak- 
able, Hycoloids are ready for fill- 
ing when delivered, labels being 


processed in production. The 
glossy substance, the modern 
shape of Hycoloids identify your 
product against substitution. See 
them for yourself! 








Send for samples,—ask for the 
colors you want. 


PRMHYGIENIC TUBE & CONTAINER CO. fy 


46 AVENUE “L”, NEWARK, NEW JERSEY 

















World’s 
Tallest Hotel 
46 Stories High 





sah get Og to 


Products get 
the “Preferred 
















LEONARD HICKS 


2 pearance that wins instant recognition. 
Managing Director 


| ; 
| Display } 
} x FS 
Positions” 
a e 
4 Products in molded containers by 
. AUBURN do because they possess 
4 that rich, unique, and attractive ap- 


We shail be glad to talk your con- 
tainer problems over with you. Just 
write— 





The extra attention given to the needs of guests 
will favorably impress you. Nearest to stores, | 
offices, theatres and railroad stations. Each 
guest room is outside with bath, circulating ice 
water, bed-head reading lamp and Servidor. 
Housekeeper on each floor. Garage facilities. 


2500 ROOMS $3.00 UP 


MORRISON HOTEL 


Madison and Clark Streets CHICAGO 





BUTTON WORKSi 


AUBURN, N. Y. 
Manufacturers of Celluloid Sheets 
and Rods. Molders of Bakelite, 
Durez, Celluloid, Lumarith, Beetle 
Plaskon, etc. 


ic 
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CLEAR VISION CONTAINERS 





ERE at last is something new and different—a 
practical clear-vision container with many 
outstanding features at a moderate cost. These 
clear vision containers are spirally wound of a 
strong, tough, durable composition—and they are 
TRANSPARENT and MOISTUREPROOF. For 
products whose eye appeal has sales appeal these 
containers offer almost unlimited possibilities. 
They can be obtained in any size from !/2” to 5” 
diameter, in any length desired. Write for com- 
plete details, samples and cost estimate. 


THE CLEVELAND CONTAINER CO. 
BEREA ROAD CLEVELAND, OHIO 
Plants: Cleveland, Detroit, Hoboken, Philadelphia 
Sales Offices: Pittsburgh, Rochester, Chicago 








ait 
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Are You Using 


THE 
RIGHT 
GLUE? 


for sealing your 


~ MOISTURE-PROOF _7 

TRANSPARENT 
CELLULOSE ? 

Our — have —— in 

perfecting adhesives which are giv- 


ing splendid results on moisture- 
proof transparent cellulose. 

Of course, no one adhesive could 
be used for every purpose. The 
adhesive we recommend for any 
particular work depends on how it 
is to be used and with what ma- 
terials. Tell us your problem and 
you'll hear from us promptly. 


UNION 


PASTE CO. 


MEDFORD, MASS. 
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Each Package a Show Window 

(Continued from page 60) greatly to the popularity of 
these products. The packing of olives, as carried on by 
the Weideman Company, is a careful operation and one 
which requires considerable dexterity, as well as good 
taste, on the part of the packer. For each olive is placed, 
by means of wooden tongs, in its position in the con- 
tainer. And this position is planned to give the greatest 
effectiveness, to create the appetite appeal when it is thus 
displayed. Green and brown (ripe) olives as well as the 
stuffed varieties—pimento, almond, celery, onion, ete.— 
are carefully selected as to size, and may be used in dif- 
ferent assortments to produce pleasing combination ef- 
fects. Consideration is also given to the shape of the 
container in the arrangement of any selection. The 
color scheme effected is here a very important part of 
the packing operation. 

In each of the containers shown it will be seen that 
the packing of the fruit is done to conform to the out- 
line or shape of the jar, and so obtain the most effective 
display. The closures selected for each type harmonize 
in color and in shape, besides affording convenience to 
the consumer. And the labels, as designed, are easily 
read and convey the company name and trade mark 
effectivley. Here, indeed, are examples of packages that 











function as show windows. 

Referring to the utilization of packages by the 
Weideman Company, E. W. Nobis, production manager, 
said. ‘We are constantly making use of new ideas in 
packages, constantly seeking improvements for our old 
packages. The confidence we have in the quality of our 
products is reflected through our packages, and in our 
selection of them we consider convenience and_ their 
ability to make an effective showing.” 

The Proof of the Pudding 
(Continued from page 53) 

“In regard to our opinion as to the importance of 

proper packaging in merchandising, we would be glad 





to be quoted, as a firm, as considering this as one of the 
fundamental things to be considered in connection with 


the marketing of any product.” 





So there is the picture—the proof of the pudding, if 
you will. As was stated in the original article, ‘‘we ap- 
preciate that there may be a diversity of opinion on the 
various packages selected.” The above comments, added 
to the information already expressed, should be helpful 
and can be interpreted, we believe, to advantage. 

—EDITOor. 


James R. Hinkson, formerly with Hampden Glazed 
Paper & Card Company, is now in charge of the follow- 
ing departments for the United Manufacturing Com- 
pany, Springfield, Mass.: plated, glazed, flinted and 
fancy papers; specialty duplex, greeting card paper and 


heavy weight decorated stocks and covers. Mr. Hink- 
| son will make his headquarters at the Springfield mill, 
| 168 Birnie Ave. 














Seal Your Tubes Without Clips 
and Cut Your Costs / 


The new Colton Closure for sealing tubes 
eliminates the clip entirely. It reduces your 
production costs because you need buy no 
more clips, lose no time replenishing clip 
rolls and have no maintenance expense on 
automatic clipping heads. In a word—you 
effect savings daily in time, labor and 
material, 























Moreover, the Colton 
Closure makes a more 
attractive and depend- 
able seal. Let us send 
you a sample tube 
closed the Colton 
way, together with de- 
scriptive folder. 


ARTHUR COLTON CO. 


2600 East Jefferson Avenue 
DETROIT. MICHIGAN 





No. 17. Automatic Tube 
Filling, Closing and Crimp- 
ing Machine 














OlV me ACHANCE = 3 es 


to sell themselves! | 


The finest designed package in the world is 
of no avail if it isn’t placed where it can be 
seen by the consuming public. 





You can assure a conspicuous display location 
for your product if you provide your dealers 
with a suitable wire display stand. 


WIRE DISPLAY STANDS 
IN ALL SIZES AND STYLES 


let us submit a suggestion for a sturdy, prac- 
tical, easily handled wire stand that will show 
your product to greatest advantage in the re- 
tailer’s store. 

We make these stands in a wide variety of sizes and styles. You'll be 
surprised at their moderate cost. As sales stimulators they are with- 
out equal. Write for descriptive matter. 


CITY WIRE FRAME CO. 


2025-29 So. Michigan Ave. CHICAGO, ILLINOIS 
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“UP TO STANDARD 
NOT DOWN TO PRICE” 


It is because this principle has 
been so strictly observed in the 


manufacture of 


ADHESIVES 


that more and more concerns are 
operating “100% MIKAH.” Not 
only is the quality absolutely de- 


pendable, but in addition 


National Wide Distribution 
Adequate Stocks 


Fair Prices. 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 


1940 Carroll Ave., Chicago; 883 Bryant St., 
San Francisco 
15 Elkins St., Boston; 1305 Germantown 
Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal cities u 
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Among Package Suppliers 


(Continued from page 66) show windows were espe- 
cially designed to include actual demonstrations of the 
devices in use. The basic motion devices shown were 
the pendulum power unit which operates on an electro- 
magnetic principle using a mercury tube to effect a make 
and break contact, a revolving turntable which employs 
the pendulum power unit to effect continuous rotary 
motion, a revolving merchandiser—a small light-weight 
unit for revolving displays of merchandising—and a 
mechanical demonstrator for specialties. Packaged 
products were featured in many of the demonstrations. 





The Robert Gaylord, Inc., exhibit at the recent con- 
vention of the National Association of Purchasing 
Agents in Detroit, illustrated the widely separated uses 
of fibreboard and corrugated packages. Shown at the rear 
of the accompanying illustration is a radio packed for 





shipping, while the secret of packing a bulky and delicate 
electric fan is revealed in the foreground. Behind the 
fan is Chesterfield White of Emerson Electric Manufac- 
turing Company. With him is J. M. Arndt, vice-presi- 
dent of Robert Gaylord, Inc. 


Morris Paper Mills, with general offices at 33 La- 
Salle St., Chicago, and mills and fabricating plants at 
Morris, Illinois, have acquired through direct purchase 
the suit box division of the Container Corporation of 
America. 

This purchase includes the entire inventory of 
(namely, suit, millinery, laundry, bakery, florist and 
Zenith candy boxes, etc.), machinery and equipment, cuts 
and copyrighted border designs, and good-will. In ad- 








dition, the Morris Paper Mills takes over all unfilled 
orders and unfilled contract orders which the Container 
Corporation of America had on file. The Morris Paper 


Mills will also assume the sale of the food, oyster and 


jobbing trade. 


This purchase of the suit or stock box | 


business does not affect the other divisions of the Con- | 


tainer Corporation of America. 


Announcement is made of the recently formed 
Bureau of Industrial Design with offices at 48 West 48th 
Street, New York City. Clarence P. Hornung, well- 
known designer, is the organization’s director of design. 
The “Handbook of Designs and Devices,” the latest of 
Mr. Hornung’s many published works in this field, has 
just been issued by Harper & Brothers. George R. 
Arnold, for nine years on the creative staff of the H. K. 
McCann Company and William Green, Inc., is director 
of service. 


Gardner & Harvey Company has purchased the 
paperboard and paper box plants of The Richardson 
Company, of Lockland, Ohio, and has changed its name 
to The Gardner-Richardson Company. The personnel 
of The Richardson Company, as it relates to its paper- 
board and box divisions, has been retained. 


The Richardson Company is continuing as The Rich- 
ardson Company, and will operate its moulded products 
plant in Melrose Park, Chicago, IIl., and the factory 
in New Brunswick, N. J. 

Officers of The Gardner-Richardson Company are 
as follows: J. M. Richardson, chairman of the board; 
E. T. Gardner, president and general manager; W. H. 
Richardson, vice-president, in charge of manufacturing ; 
Colin Gardner, vice-president, in charge of sales; W. S. 
LaRue, vice-president, in charge of purchases; M. S. 
Johnston, treasurer, and Paul Richardson, secretary. 


The formation of Robert Gair Company, Inc., a 
Delaware corporation, and its acquisition of all assets of 
Robert Gair Company, a New York corporation, were 
completed on June 20 at meetings of stockholders of the 
old and board of directors of the new corporation. The 
new company also assumed all debts, liabilities and obli- 
gations of its predecessor. At the first meeting of the 
board of directors of the new company the officers and 
directors of the old company were elected to serve in 
the same capacity in the new Delaware corporation. 
They are: E. Victor Donaldson, president; Edwin R. 
Marshall, first vice-president; Wilbur F. Howell, sec- 
retary; Emil O. Sommer, comptroller; Ernest Meyer. 
treasurer; Arthur J. Bauser, assistant treasurer, and 
George R. Logan, assistant comptroller. Board of 
directors: George W. Gair, chairman, E. Victor 
Donaldson, George E. W. de Clercq, Grant H. Fair- 
banks, Robert Gair, Jr., Wilbur F. Howell, Edwin R. 
Marshall, John M. Perry, T. Raymond Pierce, F. Win- 
chester Denio and Emil O. Sommer. 





Cat & 


ice cream pail line of the Container Corporation, to the | 


LITTLE DISPLAYS 






til 


A little Display that 
DOMINATES! 


Slightly over twoinches 
square at the base, this 
carton occupies small 
counter space. 


The “poster”? part of 
the top is scored to 
fold into the carton 
for convenient packing. 


Silver and black, con- 
taining a polished 
metal flashlight, it 
COMMANDS ATTEN- 
TION. 


HH] 
| 


ll 
Little displays with big voices are the order of 
the day. Crowded counters in retail stores 
have no room for colorless containers. Busy 
shoppers have no eyes for drab packages... . 
For packages that meet the needs of today— 
for display containers that dealers welcome 
—for colors and designs that customers can’t 


29 


help seeing—you can rely on “US.” ....... 





Hi TRADE MARK INFORMATION 

HH] Don't adopt new brand names without making 
sure they are available. Consult the Trade 
Mark Bureau of The United States Printing 
and Lithograph Company at Cincinnati. 
TRE OEE TIES 6 oa oo cc ace ees 














Hill “Color Printing Headquarters” 


THE UNITED STATES PRINTING 
Hi & LITHOGRAPH CO. 


CINCINNATI NEW YORK BALTIMORE 
312 Beech St. 52M E. 19thSt. 112 Cross St. 





| 
| 
Hi 
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WHEN ORDERING 


i CORRUGATED or SOLID FIBRE 





ry ROBERT GAYLORD, Inc. ee 


GENERAL OFFICES~+~ SAINT LOUIS 








PRINTERS AND ADVERTISERS TIME AND MONEY SAVING UNIFIED SERVICE 





poone - BArctay 7-4070 
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How much was your loss on return goods last month ? 


What portion was due to evaporation or leakage ? 


Check this up yourself! 
“FILMASEAL” —(the double seal of cap and film) has 


eliminated this loss for many well known concerns. 


Send us your package to ‘““FILMASEAL” and return to you. 


FERDINAND GUTMANN & COMPANY 


BUSH TERMINAL NO. 19 BROOKLYN, N. Y. 


Bottle Closure Specialists since 1890 
METAL SCREW CAPS 


SANISEAL METAL CAPS DISTILLED WATER CAPS 
CROWN CORKS SPECIAL PURPOSE CAPS 


FILMASEALS POUR-OUT 
Trade Mark Reg. Pats. Pending 


the MARCY 


LAKE PLACID, NY _— Save Time! 


Stop at the 
BISMARCK 

























VACATION SPOT 
SUPREME! 
Rolling mountains... . 
beautiful lakes . . . boating 
. . . swimming .. . rid- 
ing... dancing ... golf 

. tennis . . . these and 
numerous other attractions 
are offered by Lake Placid's 
only fireproof hotel. 


THE MARCY 


AMERICAN PLAN 





COMING 
TO CHICAGO 


The BISMARCK is close to the wholesale 
district. . on La Saile St... three blocks 
to Merchandise Mart and Civic Opera. 
| Quiet, outside rooms . . super-comfort 
| beds .. soft water for bath . . mail sig- 
& nal in each room . . renowned cuisine 

| .. service of hospitality. * 


Rooms ~~ bath, $3.50, $4, $4.50, $5, and $6 
Rooms without bath, $2 2.50’ 


-BISMARCKAHOTE 


| Randolph at La Salle Chicago 


Write for booklet with 
lowntown map. 









OTTO K. EITEL 
MANAGER 













RATES TO FIT 
EVERY PURSE 
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shine THE WIRE 


with emergency shipment in 
less than twenty-four hours 


| N view of the impending tax on cosmetics, one of our 
customers (who has a contract with us as well as another 
tube manufacturer) telephoned both his sources of sup- 
ply on the afternoon of June |7th and said he must have 
a large quantity of tubes immediately. He said: 
"What's the best you can do for me?" 


The other manufacturer said he could not make delivery 
in less than three days—which would be too late. 


We said to our customer that we could give him tubes 
within 24 hours. By one o'clock the next day we had de- 
livered all the tubes he needed to meet his orders for 
non-taxable shipments. 


This is typical of the unusual service and cooperation 
our customers can expect from us. We like to extend 
ourselves to help out—whenever necessary. 


PEERLESS TUBES PRESERVE AND 
OUTLAST THEIR CONTENTS 
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here’s something new” 


Probably your product is not the only one of 
its kind. Probably it has a crowd of hot com- 
petitors. How then can you make what you sell 
stand out from all the rest? How can you make 
your product the one that gets noticed and talked 
about—asked for by consumers, featured by 
dealers, bought and bought again? 


For many manufacturers in many fields, the con- 
tainer has shown the way. A new feature that 
gives greater convenience to the consumer—a 
design that makes a product more inviting—a 
different method of packing that produces im- 
proved quality—all can make your advertising 
more arresting, your merchandising more pro- 
ductive, All can bring distinction to your product, 
and a sales reward that is large. 


The many news-making containers created by 

the American Can Company are helping our small 

customers grow bigger, and our big ones grow 

bigger still. The research and engineering talent, 
te) @) ‘o) o 

the sales-sense, that made those Canco successes 

possible can contribute to your growth, too. 


AMERICAN 

























CAN COMPANY 


230 PARK AVENUE 


NEW YORK CITY 
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